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Rough Proofs 


Chelsea cigarettes are warming 
up the customers by giving them a 
generous 24 to the pack. The 
baker isn’t the only one who be- 
lieves in the baker’s dozen. 


vgv¥seey? 


Incidentally, those who can re- 
call getting a so-called baker’s 
dozen from a baker since 1911 will 
please stand and raise their right 
hands. 

vvy 


Children influence 75 per cent of 


cold cereal sales, avers General | 


Car Copy Held 
Deleterious 


fo Oil Industry 


Convention Hears Plea 
to Stage Campaign to 
Educate Motorist 


Cleveland, April 22.—The  pe- 
|troleum industry may launch its 
own advertising campaign to dis- 
count claims made by automotive 
manufacturers, and to educate mo- 


Mills, and that’s why they are of-/torists to the wisdom of changing 


fering premiums instead of calling | 
on the kids cold turkey. 


, | 


Even when a men’s wear account 
like Manhattan changes hands, it 
isn’t exactly fair to say that the 
agency concerned has lost its shirt. 


, wo 


Fashion Park has announced 
that it is going to the country on 
a platform of bigger values and 
lower prices, with increased vol- 
ume expected. More and more 
people are gradually hearing about 
this fellow Henry Ford. 


a Se 


The printing unions are asking | arastic. 


publishers what they intend to do} 
to protect their jobs from radio. | 
And the answer will probably be, 
“Quit advertising it so much by 
talking about it.” 


* Vv F 


“Idea protection objective of new 
organization.”—News item in Ap-| 
VERTISING AGE. 

The best way to protect an idea 
in this business is to use it. 


oe 


oil every 1,250 miles, as the result 
of a torrid address made before the 
National Petroleum Association by 
J. M. Koch, vice-president, Quaker 
State Oil Refining Company. 

Mr. Koch charged that oil econ- 
omy claims made in advertising by 
many car manufacturers are exag- 
gerated and eventually costly to the 
public, to the refining industry and 
to the producers of cars. 

“The automobile is usually the 
largest single investment made by 
the American family,” said the 
Quaker State executive. “Yet the 
automobile industry is featuring 
economy of motor oil as one of its 
chief talking points in the sale of 
|new cars. And year after year, 
|its recommendations on the drain- 


age interval have grown more 
| 

Says Claims Backfire 
“Many motorists, consequently, 


have formed a poor opinion of cer- 
| tain makes of cars after they have 
beneg harassed by mechanical trou- 
|bles due exclusively to inadequate 
/attention to motor oil. This gen- 
lerally happens when the driver 
follows the recommendations of the 
car manufacturers themselves.” 
Mr. Koch said that drain periods 
suggested by leading motor manu- 


|facturers range from 1,000 to 10,000 


| miles, with the largest number 


The June bride market, Kreisler| using the 2,000-5,000 mile brackets. 
tells the jewelry trade, is largely a| While the petroleum industry has 


myth. But the blushing June bride, 


bless her, is still very much a re-|everyone else, he 


ality. 
vse? 


The Mathes agency has installed 
a coat room for media reps, but 
publishers would still prefer their 
salesmen to wear out the soles of 
their shoes instead of the seat of 
their pants. 


- | = 


With agencies so solicitous for 
e comfort of their guests, why 
not go a step further and install a 
putting green, a couple of bridge 


and a portable bar? 
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“Trebled rates and smaller ad 
volume seen by editor,” reports the 
National Newspaper of Advertising. 
And the reader looks in vain for 
endorsement from a business man- 


ager 
ager 


, = 


Dry propaganda is threatening 
ne existence of the liquor industry, 
1 trade convention is told. What 


S permitted to pay its share of the 
t of government. 


. ¥ ¥ 


The grandson of the founder of 


Champlin Refining Co. is doing a 
800d job illustrating its ads. Gosh, 
ybody thought Henry Ewald 
* a copyright on that idea. 
Copy Cus. 


so has 
asserted. 
motorist blames the car and 
changes to another make, accord- 
|ing to Mr. Koch. 

“All recent experience points to 
the wisdom of putting the facts 
| before the public by a united cam- 
paign of the oil industry, unless the 
automotive field is willing to 
change its story,” said Mr. Koch. 
|“Under present conditions, all of us 
| lose. 
“Filling 


suffered from such claims, 


station operators have 


‘seen their volume dwindle because | 


lof these insensate advertising 


claims by automotive manufactur- | 


ers. 

“If we join hands in such an 
educational effort, we shall be con- 
ferring a great boon on the motor- 
ing public, on ourselves, and on the 
industry which has fostered erro- 
neous ideas as to the ability of an 
intricate machine to operate with 
outworn oil. Perhaps such a cam- 
paign would even convince this 
industry of the error of its ways 
and cause it to extend 


®y mean is as an industry which | 


advice to its clients.” 
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ANPA PREXY GETS COPY OF HIS PAPER 
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United Airlines scored a promotion scoop by flying in latest copies of leading 

newspapers during the American Newspaper Publishers Association convention in 

New York. John S. McCarrens, general manager, Cleveland Plain Dealer, and 

re-elected president of the ANPA, receives his paper from Nils Florman, of 
United's promotion staff. 


Newspaper Publishers 
Show Renewed Optimism 


ANPA Meeting Indi-| through their 54th annual conven- 

cates More Cheerful tion with an optimism unparalleled 
“ in recent years. 

Attitude Is General 


The proceedings of the three-day 
meeting bore a_ striking resem- 
OFFICERS RE-ELECTED blance to the traditional accoutre- 
New York, April 26.—John S.|ments of the blushing bride, 
McCarrens, Cleveland Plain Dealer,| ancompassing “something old, 
was re-elected president of the|/something new, something — bor- 
ANPA this week. Walter M. Dear,|;owed and something blue.” 
Jersey Journal, vice-president, and| [pn the first classification came the 
William G. Chandler, Scripps-|ojd familiar local-national rate dif- 
Howard Newspapers, treasurer, | ferential problem. “Something new” 
were also re-elected. Norman|was the nearly complete 
Chandler, Los Angeles Times, was|of the anti-radio atmosphere 
named secretary, succeeding John 
S. Parks, Ft. Smith Times-Record. 
New board 
Stackhouse, 


that 


ventions. 


Newspaper Linage Increases 


The | 


sounder | 


members are J. L. 
Easton Daily Express, | 
and Ted Dealey, 
ceeding Edward H. 


Dallas News, suc-| Then came “Something _ bor- 
Butler, Buffalo 
Evening News, and Norman Chan- 
| dler. 


rowed,” a recommendation that the 
frequency and volume discount 
system that guides radio time pur- 

In addition to the stories on this|chases be applied to newspaper 
page, pictures and reports of the|space selling. And finally, a note 
convention proceedings appear on|/of sober reflection over the stag- 
Pages 26, 27, and 31 of this issue. j|gering tax projects and restrictive 


By IRWIN ROBINSON legislation of government was 


sounded. 

New York, April 25.—Buoyed up The comeback of newspaper lin- 
by the assurance that the vigorous|age in 1939, following declines in 
| promotion program in behalf of| general and automotive during 1937 
newspaper advertising is producing |and 1938, was emphasized by Ed- 
|tangible results in the form of/win S. Friendly, business manager, 
|sharp linage increases in important} New York Sun, and chairman of 
classifications, members of the|the committee in charge of the 
American Newspaper Publishers;Bureau of Advertising, and Wil- 
| Association this week romped (Continued on Page 26) 


Last Minute News Flashes 
Front Page Newspaper Color Copy for Coke 


Boston, April 26.—An innovation in American advertising will break 
here next week when New England Coke Company will launch a cam- 
paign using front-page space in yellow-gold and black in the 
Globe, Herald Traveler and Post, in addition to full-page color copy in 
the Record and American and black and white in the Transcript and 
various other New England papers. The campaign will run for nine 
weeks, featuring the theme, “Money you save on New England coke 
| price protection plan is as good as gold,” and will include 
| campaign involving more than a million pieces, 
| Downing is advertising manager. The 


as well as radio. Charles 
agency is Glaser-Gottschaldt, Inc. 


Pacific Mills to Promote New “Factag” 

New York, April 26.—Aggressive promotion of a 
developed to meet consumer demands for 
launched within the next few weeks by Pacific Mills, it was learned 
here today. First consumer copy will appear in newspapers, to be fol- 
lowed by a campaign in national magazines. The “Factag” will give 
specific information on color fastness as applied to both light and wash- 
ing, fiber content and care. A campaign directed to manufacturers using 
Pacific Mills fabrics and to retailers is also part of the program. 
Williams and Saylor is the agency. 


new “Factag” 
informative labeling will be 


dissipation | 


has permeated previous ANPA con- | 


Boston | 


a direct mail | 


Local-National 


Differential Is 
Sound, ANPA Told 


Waite Delivers Spirited 
Talk; Cites Difference in 
| Costs 


| New York, April 25. 


A spirited 
| defense 


of newspaper rate differen- 
tials coupled with a vigorous denial 
that such variations represent “dis- 
crimination” against national ad- 
| vertisers featured the discussion of 
| this perennial problem at the ANPA 
;convention here this week. 
Presentation of the publishers’ 
| point of view was entrusted to C, P. 


| Waite, Southern California Asso- 
ciated Dailies, who minced no 
words in condemning “loose talk” 


about newspaper rate structures, 
with a special verbal spanking de- 
livered to newspaper representa- 
tives “who go around some adver- 
tising agencies apologizing for al- 
'leged differentials that do not ex- 
a." 

In analyzing the basic problem 
| facing publishers, Mr. Waite pointed 
out that “unit costs in the newspa- 
per business fluctuate with volume 
of business just as they do in the 
railroad or any other business with 
a high overhead expense.” Pursu- 
ing this analogy further, he said 
that few people complain because 
the daily commuter enjoys a lower 
fare than the transient passenger, 
or that freight rates are lower for 
|full carloads than for fractional 
‘loads. If such practices are fair in 
ithe railroad field, they are sound 
|economics for newspapers, he as- 
serted. 


| Costs Vary Greatly 

| Citing the experiences of his own 
organization, Mr. Waite revealed 
\that last year the monthly average 
differentials between high and low 
costs ranged from 24 to 35 per cent 
because of heavy and light linage 
months. Broken down on a daily 
basis, the average differential in 
cost between the heaviest and light- 
est day of the week was 65 per cent. 

“If frequency and volume of 
linage regulate our unit costs of 
producing linage, why in the name 
of heaven are not advertisers enti- 
tled to both quantity and frequency 
discounts that reduce these costs?” 
he asked. 

“We know that rate differentials 
do exist when we charge a flat rate 
for national advertising and have a 
sliding scale on local display. But 
where we make a mistake is in per- 
mitting many of our national repre- 
sentatives to allow agency men to 
kid them into the belief that this 
is a discrimination against national 
advertisers. On most daily news- 
papers it is a discrimination against 
local advertisers, who in many 
cases are compelled to pay higher 
rates than national advertisers buy- 
ling space under the same condi- 
tions. 

“Any publisher’s representative 
who goes around with his hat in 
his hand trying to peddle news- 
paper space to agencies in the belief 
that national advertisers are suf- 
fering from discrimination ought to 
|be given a good sound spanking. 


Only Two Solutions 


“There are just two ways in 
which this differential can be re- 
moved. One is to sell both local 
and national advertising on a flat 
rate and the other is to raise the 
national flat rate to your local open 
rate and then give national adver- 
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ADVERTISING AGE 


April 29, 1949 


tisers quantity and frequency dis- 
counts comparable to the discounts 
given local advertisers. 

“And you know you cannot sell 
local advertising on a flat rate and 
treat fairly the advertisers who 
make possible low production costs 
through volume of space and fre- 
quency of insertion. And so I say, 
let us put a stop to all this loose 
talk about rate 
proving that it does not exist so far 
as the national advertisers are con- 
cerned. And we should cinch the 
argument by increasing flat rates 
and offering quantity and frequency 
discounts on national the same as 
we do on local.” 


Mr. Waite referred to a recent 
analysis of the Oklahoma City 
Oklahoman and Times’ which 


showed that the highest number of | 


weeks any national advertisement 
ran in these papers was 21 in the 
tobacco classification and the lowest 
7.6 weeks in automotive. 

“The Oklahoma figures can be 
duplicated all over America,” he 
remarked. “What would your cost 
of production average per inch if 
your department stores ran only 
seven or 21 weeks during the year? 
It certainly would soar upward.” 


Quotes Net Returns 


Last year national advertising in 
his papers netted only 82.8 per cent 


differentials by | 


of the average classified rate, after 
deducting selling discounts and sell- 
|ing expenses, Mr. Waite said. On 
'the same basis, local display netted 
lan average of 86.5 per cent of the 
national rate. “That means that 
|much of our local display was sold 
jat higher rates than our national 
display, which I presume is true on 
all newspapers,” he declared. 

Mr. Waite made a passing refer- 
lence to the growing problem of 
|\handling national accounts through 
|local outlets at local rates. Publish- 
'ers should make rigid rules defin- 
ling what is local and what is na- 
tional advertising, he suggested, but 
|insisted that the publisher’ has “no 
|right to interfere with private 
jagreements between manufacturers 
and retailers, to which he is not a 
party, to circumvent these rules so 
long as they conform to them.” 

Product class rates are impracti- 
cal, he declared, quantity and fre- 
quency discounts that compare 
favorably with those given on retail 
display being the logical solution. 

“That is the way agencies buy 
radio time and other media. Did 
you ever hear of any agency send- 
ing to a broadcasting station an air 
mail order for an hour of time the 
next day only? Of course not. To 
get a favorable rate and hour, the 
agency has to take time for 13, 26 
or 52 weeks. Why do we not sell 


The identification tags make it official: 
more Sun; Fleming Newbold, business 
MacLean, president, Philadelphia Bulletin, register at the ANPA meeting. 


SIGNING ON THE DOTTED LINE 


W. F. Schmick, business manager, Balti- 
manager, Washington Star, and Robert 


newspaper 
way?” 


advertising the same 


Urges Frequency Discounts 

In closing Mr. Waite urged pub- 
lishers to follow the lead of the 
recently organized Basic Newspaper 
Group, offering both quantity and 
frequency discounts on national ad- 
vertising running up to 30 per cent 
for 2,000 lines a week for 52 weeks. 


“That, I think, is the best solu- | 


tion of the rate differential problem 
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THE REAL BUY 


Men’s Magazines 


Latest A.B.C. figures show that the 
average monthly net paid circulation for the last six 
months of 1939 for Popular Mechanics was 


585,926 


) 


and 96% of those subscribers and newsstand buyers 
paid full list prices for this 25-cent magazine. 


At either the one or the twelve time rate, advertisers 
can reach the over half a million men buyers of this 
25-cent magazine at less than a dollar and a half per 
page per thousand. (At one-time rate, $1.49, and at 
twelve-time rate, $1.32.) 


These figures prove that Popular Mechanics is the best 
buy in the mechanical magazine field. 


POPULAR/ SWECHANICS 


—_ 


200 East Ontario Street, Chicago, Illinois - New York + Detroit - Columbus 


and the sound way to bring national 
advertising back into the news- 
papers. We cannot solve it by indi- 
vidual action and individual rate 
cards,” he asserted. 

“What is needed is a standardized 
quantity and frequency discount 
scale to which every individual 
publisher could adjust his flat rate 
on national advertising. And this 
we will never have so long as our 
leading national representatives go 
jaround with their hats in their 
|hands apologizing for an alleged 
rate discrimination under a belief 
ithat the flat rate is not justified, 
instead of fighting our battle justi- 
fying quantity and frequency dis- 
counts on retail advertising. It is 
time we began selling national ad- 
vertising under the same sound rate 


|plan that keeps unit production 
|costs on retail advertising down by 
| increasing quantity of space used 
and frequency of insertion.” 

Plan Boston Forum 

on Vitamins 

| Rho Pi Phi pharmaceutical fra- 


ternity is sponsoring the first Bos- 
ton Forum on vitamins at the Cop- 
ley Plaza hotel, Boston, May 27, 
when wholesalers, retailers and 
consumers will be given a picture 
of the vitamin field with special 
emphasis on the improvement of 
merchandising and _ selling tech- 
niques. 

“While the vitamin business has 
jumped from $500,000 annual sales 
to $75,000,000, there is a definite 
need to maintain and continue to 
increase the sales of vitamins,” said 
Maurice Goldsmith, supreme coun- 
cillor of the fraternity. 


Report Lucky Strike 
Renouncing Back Covers 


New York, April 26.— Adoption 
of a new advertising policy by 
American Tobacco Company in the 
| purchase of space for Lucky Strikes 
seemed imminent here today, repre- 
senting a significant departure from 
the company’s insistence on back 
covers in magazines. A new sched- 
ule was reported ready providing 
for 26 four-color inside pages in 
several national weeklies, involving 
|}an expenditure of over $1,000,000 
| Lord & Thomas is the agency. 


NBC Will Turn 


|Communications Commission’: 


— 


4 Stations Back 


to Westinghouse 


New York, April 24.—The Federg) 
dis- 
pleasure with “absentee manage. 
ment” of radio stations was regardeg 
this week as a contributing facto, 
to the decision of Westinghoys. 
Electric & Mfg. Company to term). 
nate existing management contract: 
with the National Broadcasting 
Company covering four Westing. 
house-owned stations. 

Effective July 1, Westinghouse 
will handle all operating, program. 
ming and commercial details of Sta. 
tions KDKA, Pittsburgh; KyYw 
Philadelphia; WBZ and WBZA 
Boston. The stations will take net. 
work service from NBC under th 
standard form of affiliated networ; 
agreement. NBC will act as repre. 
sentative for the sale of nationa 
spot time. 

For the time being, it was learned 
headquarters of the Westinghous: 
stations will be centered in Balti- 
more where the company’s radio di- 
vision is located. Walter Evans j: 
manager of the division. 

In addition to the four stations 
named, Westinghouse also own: 
WOWO and WGL, Fort Wayne, but 
these have been managed by the 
company and affiliated with the NBC 
network. Thus all six stations wil! 
have the same status in July. 

In commenting on the move, West- 
inghouse officials pointed out that 
the company “was a pioneer and ha: 
always been a leader in the develop- 
ment of radio broadcasting and the 
present step is in conformity with 
the desire and intention of Westing- 
house to remain identified with the 
broadcasting industry.” 

Although refusing comment on 
the new setup, except to confirm the 
arrangement, NBC spokesmen indi- 
cated “complete satisfaction” with 
the deal. It is understood that the 
network affiliation agreement is for 
a number of years. The signing of 
the network contracts put to rest 
recent rumors to the effect that the 
Westinghouse stations would shortly 
switch from NBC to CBS. 

It is understood that under the 
new set-up Sherman D. Gregory, 
manager of KDKA, will become 
manager of all Westinghouse sta- 
tions, reporting to Mr. Evans. He 
will be succeeded at KDKA by 
W. C. Swartley, manager of the Fort 
Wayne stations. 


‘Sets Parenthood Week 


The third annual Better Parent- 
hood Week will be observed Sept 
23-29, according to George J. Hecht, 
publisher of Parents’ Magazine and 
chairman of the Better Parenthood 
Week Committee. Slogan for 1940 
will be, “Give First Thought t 
Children.” Food and drug chains 
and public utilities will use posters 
and feature the seal in their news- 
paper advertisements, and_ broad- 
casting companies, newspaper 
syndicates and mat services wil 
cooperate. 


Wwsya, becouse of its popy- 
lor NBC Red ond Bive pro- 
groms and outstanding Loco! 
shows, is the No. | choice of 
stoners 


Thot's why this Stotion ot 
the top of the diol is the No. | 
choice of Advertiser to cover 
Syrocuse ond Control New 
Yor 


WKNE (WHBX), now cov 
ering o rich New Engiond mor 
bet. will soon move to Keene 
New Hompshire 


This is the lorgest CBS 
Staton nm Vermont ond New 
Hompthire, offering Adver 
thers opportunity to reach o 
Retail Soles mortet of 
$1 94,258,000. 


WTRY, the nee 
Station. covers the import 

Tri-City oreo of Troy, She | 
nectody and Albory 


000 « 


Three-quorters of o mi<” 
people hwing imide the Sto 
tion's coveroge mote * © 
lecrotive market for of o¢ 
vertnen! 


PAUL H. RAYMER COMPANY . new vrork « cHicaco « veteoir + SAN FRANCISCO 
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“Life’s greatest tragedies,” 
muses the Sales Manager, 

“are the opportunities we just 
miss. That fly | dropped in left- 
field in the Commencement 
Game.The putt that would have 
won me the Club Champion- 
ship last year. That girl in——.” 


_ what do you 
figure you are about 
to just miss?” asks the 


Boss, petulantly splitting 
an infinitive. 


3 “I'm figuring maybe 
you'll make me 


miss my chance to fit 
radio into this year's sales 
plans—like a new glove. 


“You see | want to buy stations 
only in markets where | need 
*em—and | want every station 

to be a good station—each one at the 


right time of day or night, with com- 
mercials planned for each local drive. 


“Who's making 
you miss it?” yells 
the Boss. “Grab it! If 
that’s SPOT RADIO, 


In d, | want SPOT RADIO.” ‘ 
ee | call it a Bull’s Eye!” 


. ie 


OO e --~ 
SPOT RONG! hb OY 
1 Gs the bell- GING: TY XA poh 


ly, Not ANY TIME ANY LENGTH ANY WHERE 
exactly: 
ans—but . 4% 


rs—but smacking For any advertiser or agency executive who wants to see 
how SPOT RADIO can meet his individual situation, we 
shall be very glad to prepare a special outline. 


* ii | 
EDWARD PETRY & CO. me 


. 1 
Not almost fitting your <n 
Ss 
; t your cu : 
kind t at em. Not at sort of the mg 
straig 


t time—but 4/ 
t with the 


ram. in 2 
right prog e things : 
ae oT RADIO is one of the few TH Te a INCORPORATED cad 

P want it. asl 
ps S rks out the way you - 4? Representing leading Radio Stations throughout the ‘ 
life that wO sa “Come in: United States—individually 

our customers y> 


Offices in: MEW YORK . CHICAGO . SAN FRANCISCO 
DETROIT - ST.LOUIS - LOS ANGELES 


bell—and y 
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cooperate with her.” 


Brown Names Kupsick 


Marcus Brown & Co., New York, 
has appointed J. R. Kupsick Adver- 
tising Agency, New York, to handle 
advertising for its apartment houses. 
A campaign is being conducted in 
metropolitan newspapers for a new 
Park avenue development. 


N. Y. Hunts Ad Funds 


The Finger Lakes Association 
canvassing central and western 
New York for funds for its annual 
tourist advertising campaign. Harry 
R. Melone Advertising Agency, Au- 
burn, N. Y., will handle the account. 


|standing uses of detonative 


|native 


Formulas Don’t Work 


win attention these days, Kenneth 
Collins, assistant to the general “Now you can’t create a formula 
manager of the New York Times,| that will control this,’ warned Mr. 


told members of the 
here Friday. 

To demonstrate 
Mr. 


Adcraft Club/|Collins. “You can’t have someone 
pick a list of detonative words and 
say: ‘No advertisement can go to 
press unless one of the following 
50 words appears.’ You’ve just got 
to find people who have been good | 
enough students of the English lan- 
guage to know what kind of words 
will cut across a reader’s compla- 
cency and rivet his attention, the 
kind of person who will know how 

Schiaparelli, instead of calling a| far to go with such words without 
perfume simply “pink,” labels it|exceeding the bounds of propriety | 


“shocking pink.” Noxzema_ says |and good taste. You can’t trust that 


what 
Collins pointed to 


he meant, 
some out- 
words | 
current advertising. One of | 
these was the World Peaceways | 
copy prepared by Young & Rubi-| 
cam showing a young mother hold- 
ing her new-born baby. The deto- 
caption was “Condolences.” 


in 


27 GUN SALUTE 


Vv ~| YEAR AFTER YEAR, for 27 consecutive years, The 
| Houston Chronicle has led both other Houston news- 
papers in advertising. 


Now in its twenty-eighth year of leadership, The Houston 
Chronicle is matched by only a few newspapers in the United 
States, whose dominance in their respective fields equals that 
of The Chronicle in Houston. 


During the first quarter of 1940, Media Records figures show 
that The Houston Chronicle led the Post by 40% and led 
the Press by 121% in total advertising. 


American Weekly Magazine Linage Excluded; Press Has No Sunday Edition 


To Sell Houston--Buy Chronicle 


HE HOUSTON CHRONICLE 


First in Circulation and Advertising Over a Quarter Century 


R. W. McCARTHY 


Netional Advertising Monager 


THE BRANHAM COMPANY 


Notional Representative 


Two old friends got together at the news- 

paper promotion meeting when Kenneth 

Collins, New York Times, encountered 

George W. Bollenback, his former asso- 
ciate at Macy's. 


| sort of thing to a formula or a 
|set of rules. You’ve got to get peo- 
| ply who have hunches. 

“The technical criticism of ad- 
| vertising is that it frequently 
|/so worked over, particularly the 
product of agencies, that in its final | 
| form it is emasculated. That comes 
| from having too many people read 
j}and criticize it. That comes from | 
writing and re-writing until all 
spontaneity has been lost. I 
terribly afraid that if, on top 
this process, we continue to 
more and more analyses, the 
jresult will be so far from 
selling that the value of 
itself will be lost.” 


is 


add 


vivid 


Quality, Length 


of Spaghetti 
Held Unrelated 


Washington, D. C., April 25.—You 
can cut a length of macaroni or 


spaghetti into halves, and the qual- 
ity will remain unchanged. 


spired by the latest order of the | 
Federal Trade Commission, which 
has found that advertising of John 
B. Canepa Company, Chicago, is 
unfair, and has ordered it to desist. | 

Canepa formerly circulated such 
advertisements as this for Red 
Cross products: “I hate to brag, 
but only the finest macaroni is 
made long”; “I hate to brag, but! 
only the finest spaghetti is made 
long.” 

Since July 12, 1938, the company 
has mended its ways, but not 
enough to please the FTC, 
such variations as “I hate to brag, 
but genuine macaroni is made 
long.” 

The Commission found that gen- 


ucts of the finest quality are made 
in both long and short lengths, and 
that macaroni and spaghetti of the 
finest quality are in some instances | 
first made in long lengths and 
thereafter cut into short lengths, 
the length being no criterion what- 
ever of the oa of the product. 


Toronto Women Elect 
Thelma Palmer, Ontario promo- 
tion manager, Neva-Wet Corpora- 
tion of Canada, has been elected 
president of the Women’s Adver- 
tising Club of Toronto. Other offi- 
cers are: Adele Hogan, vice-presi- 
| dent: Frances Pratt, corresponding 


| secretary; Edith McEachern, record- | 


}ing secretary, 
| treasurer. 


and Marjorie Smith. 


‘Launches Tally Soap Drive 
| Maximax, Ine., Chicago, has 
| launched a drive for its Tally medi- 
cated soap and for Sapo-Tally, for 
| industrial use, using consumer copy 
in the Chicago Tribune and busi- 
ness publications to tell the trade 
about its price protection policy. 
Root-Mandabach Advertising 
| Agency, Chicago, has the account. 


Fleming Joins Wiegand 
Bruce A. Fleming, executive 
secretary, National Electrical Man- 
| ufacturers Association, for the past 
six years, has resigned to become 
| assistant to the president of the Ed- 
win L. Wiegand Company, Pitts- 
burgh, Pa., maker of heating units 
for electric ranges and industrial 
uses 


| further 


| Opportunity- 


am | 
of | 


end | 


advertising | 


This profound observation is | 


with 


uine macaroni and spaghetti prod- | 


un tt ay 2 *e y aN 33 nn se / &e ‘Sis af 
7 ‘ 4 ; ’ 
4 ADVERTISING AGE vind 1949 
Crowell-Collier Issues It’s How You hat “chapped hands are cut hands.” | OLD FRIENDS FIC p 
uick says its cars going over eVved . 

Consumer Booklets miles an hour are “glued to the | 

Phe consumer division of Crow- . |road.” The Maryland Company 
wire car counted te ae Say If Collins _accomplishes its purpose with the » Box Score of 
i W rk, as > ? - — saving. “U _ y | 
booklets intended to clear the air | ’ — oe ge ge 
in the matter of consumer relations. | i a: os yor ne M . . 
One of them, “Consumer Questions T | }course of men's affairs. Stude- 
Answered Here,” offers replies to | e § (Id ers | baker says its car doors “shake tight nves Iga ions 
questions most commonly asked of | instead of loose.” Hudson puts its 
those who talk before consumer °° o,e cars ae the “torture test.” aes 3 5 —_ 
groups’ ine gine “information | Vivid | Copywriting Is} “Guser ckamples ‘given by” Mr Boor ge onl a 
for Consumers,” is a directory of rere 's  Mege ‘ i RAI - scl ae se 
educational material for tenchers Threatened by Blue Pen- Cilins ae er onal oaeay anda lations over 100,000 and individua) 
and leaders of women’s groups. cil, He Says por g? f ne gt b oe hen medium-powered radio stations 

“We hope,” said Anna Steese | et wed Prey a me ~s . pote most frequently find their advertis. 
Richardson, director of the con-| 1,4. +: Amd fe Weeds eat! robust” for its c icken | noodle ing on the list for investigatio: 
sumer division, “that they will give|, CTO", pril  & ords that} soup, Saks-Fifth Avenue’s “soft yet the radio and periodical division o¢ 
the consumer a new and more | “explode some thing in a person's | soldierly,” and Chevrolet’s “glamour the Federal Trade Comm "i 
favorable picture of how manufac- | mind’’—detonative words—are the grey.” eet aes : . etc pre: 
turer and advertiser are trying to|sort of advertising tools needed to Statistics on the various media have 


just been released here by the diy; 
sion, sometimes known as the “Aq. 
vertising Court.” 

Of all advertisements warrantin 
investigation to determine 
if they were false or misleading jp 
1939, the following percentages 
appeared in these media: 

Type of magazine Per Cen 
Fiction (including pulps)... 38 
Farm ay l 
Home and women’s.. 1: 
sales 
Movie-fan 
a ; 

Scientific information 

Sports and hobbies... 

Humor and risque.. l 
py | a 
| Information and comment. . | 
Trade and specialist 
Literature 
Religious 
Educational 0.2 
Fashion 0.2 
|Juvenile . 0.1 
Theater 


~1 


+ 
8 
4 


w 


wo > 


0.8 
0.7 
0.6 


0.02 
Other Media 


More than 50 per 
newspaper advertisements marked 
for further investigation appeared 
|in papers with circulation in excess 
lof 100,000. Five per cent of mail 
order catalogs and circulars con- 
|tained representations marked for 
|further inquiry. 


cent of 


Complaints regarding radio ad- 

vertising were in this ratio: 
Per Cx 

| Individual medium-powered 
ere 34.2 
Nationwide networks .... 23.1 
|Individual low-powered sta- 
Be. Meereeerrerrerreee 18.1 
q | individual clear channel sta- 
| Wome ... 10.6 
Individual high- powered sta- 

ee SS axecans 5.9 
Regional networks» 4.2 
Transcription sesanaabaciniea 3.9 
Rogers Names LeQuatte 

Rogers Bros. Seed Compan) 
Idaho Falls, has appointed H. B 
| LeQuatte, New York, to handle 
ladvertising of its Idaho potato 

The shreds are used to 


| shreds. ( 
make mashed potatoes. New York 
newspapers are being used. 


Name Pitcairn President 


Harold F. Pitcairn has bet 
elected president of the Southern 


Alkali Corporation, subsidiary of 
the Pittsburgh Plate Glass Com- 
pany, succeeding Hugh A. Galt, 


who retired recently. 
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| DISPLAY IDEAS 


BY CRYSTAL 


COMPLETE SERVICE 


UNDER ONE ROOF 
COUNSEL + DESIGN - FABRICATION 


CRYSTAL MFG. co. 


cuIicaGco * NEW Yo 
1785 Diversey Bivd. 7 East 420d 
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April 29, 1940 ADVERTI°T i 6 AGE ‘ 


—_ Eotienaies ae ome 


Two years ago, New York City’s high and medium income 


families were buying 75° of all the tomato juice sold in the city. 


Today, they are buying 81. 


These high and medium income families include 54° of 


le all families in the city. Because they buy other advertised prod- 
10 


ucts the way they buy tomato juice, we call them the Profit Half oi 
. of this market. . 
It’s the housewives, of course, who buy the most of what \ 
- you have to sell for the home or the family. And in the Profit os 
! Half of the New York market, city and suburbs, The New York | 
7 Times delivers one of the largest groups of housewives reached ‘ 
! by any newspaper—221,840 on weekdays, 414,180 on Sundays. wa 
I id 
! If you’re interested in advertising where it profits most, * 
! now is a good time to get in touch with us. hs 25 
.‘. 


The New York Times 


ALL THE NEWS THAT'S FIT TO PRINT’ 


ADVERTISING OFFICES: CHICAGO - DETROIT - LOS ANGELES » SAN FRANCISCO 
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Down through the middle of Spokane rushes 
the river which is the symbol of the city. On 
its banks, the Spokane tribes sat in council, 
and the Northwest Company built its fort and 
trading post. Today, the spray a the falls 
in flood blows over the 
Monroe Street bridge; the 
river is the last link with 
the pioneer past. For Spo- 
kane, the modern city, 
shows no signs of its fron- 
tier beginnings. 

Spokane is the metrop- 
olis of that region between 
the Cascade Mountains and the Rockies 
which its residents justifiably call ‘‘the Inland 
Empire.” As big as New England, the Spokane 
country embraces the eastern half of Wash- 
ington, and parts of Oregon, Idaho, and Mon- 
tana. Within its mountain walls are hills and 
plains, lakes and rivers, and a great richness 
of natural resource. Lumber, silver and lead; 
wheat, apples and zinc. And water — slow, 
brown water for arid acres; white-churned 


POWER ... J. E. E. Royer, 1940 
president of Spokane’s Kiwanis, is 
vice-president and general man- 
ager of the Washington Water 
Power Company. “I like Liberty 
because it doesn’t pussyfoot—once 
its editors are convinced they are 
right, they tell America so.” 


Grand Coulee Dam 


MAYOR ... Frank Sutherlin, for many 
years a leading railway executive, js 
now serving a second term as Mayor 
of Spokane. He likes Liberty's clear. 
cut policy on economic and politica] 
matters; says, “There’s never any 
doubt where Liberty stands on im. 
portant issues.” 


PowerrnovseE oF THE Paciric Nortuwest 


water for power. Dams are plentiful in the In- 
land Empire, but greatest of them all is Grand 
Coulee — the biggest thing ever made by man. 

The city itself has the bigness of its envi- 

ronment. It is set in a chain of lakes—there are 

. fifty-six within fifty miles— 
and boasts the largest park 
area per capita of any city 
in the country, including a 
whole mountain for recrea- 
tion use. Spokane’s expan- 
sive living is visible in 
pleasant streets and tidy 
homes, in the healthy and 
progressive outlook of its people. 

It is significant that Liberty goes into every 
seventh home in Spokane. Wherever life is full 
and well rounded, Liberty is well read. On 
these pages are interviewed a few of the read- 
ers of this magazine in another community 
which is a notable example of “worthwhile 
America.” How they feel about Liberty means 
much to those advertisers who would have 
America think well of their products. 


50 MILLION FEET... J. M. Brown, president of 
the Long Lake Lumber Company, cuts 50 million 
feet of timber a year, and ships the finished lum- 
ber all over the world. “My entire family reads 
Liberty”, says Mr. Brown, “It’s got something in 
it for everybody. For example, my wife likes To 
the Ladies and the short stories. I prefer the 
articles dealing with current world problems.” 


EARLY BIRD... J. T. Trenery, 
for many years Crane Com- 
pany’s Spokane sales executive, 
is president of the Early Birds 
Breakfast Club, Spokane’s un- 
official committee for the recep- 
tion of distinguished visitors. 
One reason I like Liberty is it’s 
‘early-bird’ policy of waking up 
people to important problems, 
and keeping them awake.” 


CHAMBER OF COMMERCE... 
Eric A. Johnston served two 
terms as president of the Spo- 
kane Chamber of Commerce, 
and is now serving his second 
term as Director of the United 
States Chamber of Commerce. 
Says he: “Mr. Macfadden, is 
one of the most courageous and 
most convincing writers on cur- 
rent American problems.” 


STUDEBAKER DISTRIBUTORS... 
DeWitt Wallace is president of 
Wallace Brothers, one of the old- 
est and largest Studebaker dis 
tributors in the country. Liberty 
is one of Mr. Wallace's favorite 
magazines because—“it prints 9° 
much of interest to me—like thst 
Berlin Should Be Bombed article 
by H. G. Wells.” 
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MINING... C. O. Dunlop, is 
President of the Northwest 
Mining Association and a 
highly regarded mine oper- 
ator in the Pacific Northwest. 
“I enjoy Liberty more than 


any magazine I read,” says 
Mr. Dunlop, “for its sound, 
. fundamental policy.” 


LABORATORY... Joseph Drum- 
heller, graduate chemical engi- 
neer of University of Washing- 
ton and owner of the Drumheller 
Analytical Laboratory, is major- 
ity leader in the state senate. 
He says, “I admire Liberty for 
its progressive policies—and be- 
cause it doesn’t pull its punches.” 


HOTEL... James A. McCluskey 
manages the world-famous Daven- 
port Hotel, Spokane equivalent of 
New York’s Waldorf-Astoria or 
Chicago’s Palmer House. “Travelers 
like Liberty—as do I, for its inter- 
pretive views on world events in 
terms of most Americans.” 


Taken For Liberty 
By Herb Steward 


Photographs Specially 
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BANKER ... Joel Ferris, prominent in Spokane 
civic and social circles, is president of the Spo- 
kane and Eastern Trust Company.“I read Liberty 
every week,” says Mr. Ferris, “and find deep 
interest in such articles as those you recently 
published about Thomas E. Dewey.” 


Vv ' “ah, 

a EDUCATOR ... Dr. Orville C. Pratt 

4. has been Superintendent of the 
Spokane Public School system since 

xi 1916; is a past president of the 

in National Educational Association. 

ly “Liberty”, says Dr. Pratt, “stands out 

id as one of the greatest publishing ex- 
ponents of sound and stable Ameri- 
canism in our country today.” 
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THE CRESCENT... Spokane’s largest depart- 
ment store is the Crescent, and James L. 
Paine its president. He has been active in 
Spokane’s civic affairs for half a century. 
“Yes”, answered Mr. Paine in answer to our 
inquiry, “I’m a regular reader of Liberty. It’s 
got a strong editorial appeal—difficult to put 
into words—but I believe human and under- 
standing comes closest to it.” 
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RADIO PIONEER ... Louis Wasmer, 
radio pioneer in the Pacific North- ; a 
west, owns two of Spokane’s three big 4 
radio stations—KHQ and KGA. Avi- 
ation enthusiast as well, Mr. Wasmer 
“enjoys the sincerity of Liberty's 
Editorials, the advanced ideas in its 
fiction and special articles.” 


FURNITURE . . . Charles Hebberd is presi- 
dent of Tull & Gibbs, leading Spokane 
home furnishing store. Says Mr. Hebberd: 
“If I got nothing out of Liberty, except 
Mr. Macfadden’s fine editorials, I'd feel 
well repaid for the time I spend reading 
Liberty each week.” 


Copyright 1940, Liberty Magazine 
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~ Jewelers Told Last Year's Hat Sa 
a to Promote More, Made Obsolete 


How to Destroy 


a 
on 


Legislate Less 


Atlantic City, April aware | 


lings to get into the promotion 


hook our wagons. Fashion is the 


parade and to eschew legislation as 
a means of protecting their busi- 
nesses were extended to the New 
Jersey Retail Jewelers Association 
here today by June Hamilton 
Rhodes, of New York, and Louis A. 
Bader, New York University School 
of Business. 

Miss Rhodes, who is promotion 
counsel for the Jewelers Industry 
Board, told the retailers that the 
old rule that the chief competition 
is not between members of the same 
trade, but between competing in- 
dustries, still holds. 

“The average jeweler is still 
backward in ability to build de- 
mand for his products through 
advertising,” she said. “Hence the 
entire industry is losing ground, 
because other trades are doing a 
more aggressive promotion job. The 
smart department store is also help- 
ing to put the jeweler out of busi- 
ness by diverting business from 
him. 


Fashion As Sales Agent 
“The jeweler resents fashion, but 


it is the star to which we must all 


sales agent of our mass production 
nation; without it, we should never 
be able to sell all that we produce.” 


by Stetson Shift 


Philadelphia, April 25.—The Johy 
B. Stetson Company, which 
long mourned the similarity 
men’s hats of various seasons, be- 
lieves that it has at last createg 
a style change which will start th, 
more alert prospects, at least, op 
a trek to retailers for the 194 
models. 

Arthur N. Hosking, Jr., advertis. 
ing manager, explained that e 
company has spurned tradition ang 
introduced a snap-brim felt jp 
which one side of the crow: 
higher than the other. The exact 
difference is one and _  Oone- 
inches. Mr. Hosking pointed oy: 
that while men’s hats have changeg 
from season to season in color, fin. 
ish, height of crown and width of 
brim, the Stetson innovation is the 
first in many years to introduc 
true note of obsolescence int 
year’s headgear. 

Stetson will put plenty of pro: 
tion behind the new “Slant,” em- 
phasizing that it achieves a jaunty 
casual effect which is equally be- 
coming to young and old. Dealers 
already have expressed keen p| 
ure over the new deal. 


Organizes WINN, 
Louisville Station 
D. E. Kendrick, head of Stati 


She added an encouraging note— 
that the rising tide of color in men’s 
clothes has resulted in a 15 per cent 
increase in demand for jewelry. 

Prof. Bader told the convention 


|that fair trade laws are likely to 


backfire. 

“The suggestion of business men 
to repair to the law-makers for 
redress against the darts of fortune 


jis usually adopted by the con- 


The Profit System 


ee VOLUME but decreased net profit. It’s becoming too 


familiar a phenomenon on financial statements. Blame it on 


what you will— 


remember that your 


advertising plans may have something to do with it. 


Spend a dollar to take in ninety cents. You’ll soon find out why 


our economy has been renamed the “profit avd loss system”! Red 


ink will destroy the profit system as fast as red ideas. 


Kemember that it costs less to sell one $10 customer than two 


$5 buyers. Keep your eye on the “upper-half” families, that buy 


two-thirds of all merchandise. There’s fewice the gross volume for 


you—and a lot more net, besides. 


sumer,” he commented. “It would 
not be surprising to see some revo- 
lutionary legislation sought by con- 
sumers as a result of the success 
of retailers with price maintenance 
aws.” 


Owen M. Phillips, 


— 


KITE, Kansas City, is organizing 
Station WINN, Louisville, wit 
a tentative opening date of May 1 


|It will be a 250-watt station oper- 


ating on 1210 kilocycles. Gene 


| Wyatt will manage KITE, while 


Mr. Kendrick will assume persona] 
charge of the Louisville station 


| Wheeling Opens Drive 


Wheeling Steel Corporation 
launched a campaign for ductillite, 
a tin plate, in the April 20 issue of 
Collier’s, introducing the character 
“King Can.” Copy also will appear 
in Liberty, Life, The Saturday Eve- 
ning Post and Woman’s Home Com- 
panion. Critchfield & Co., Chicago, 
is the agency. 


Approves N. y. Radio Law 


Retired Newspaper 
Executive, Dies 


Pittsburgh, April 22.—Owen Mor- 


|gan Phillips, 59, retired newspaper | 


‘executive, died at his home here 
| April 19 from heart disease. 

Starting with the Youngstown 
| Telegram as an office boy when 12 
|years old, Mr. Phillips stayed with 
\that newspaper 38 years, many of 
|them as business manager. He was 
|co-owner of the Telegram, with the 
‘late Samuel McClure, when it was 
|sold to the Scripps-Howard inter- 
ests. 
| After the sale of the Telegram, 
|Mr. Phillips came to Pittsburgh 
/where he served as business man- 
ager of the Pittsburgh Press from 
|1927 to 1929, when he retired from 
active work. 


Kingsbury Breweries 
in Outdoor Campaign 


Kingsbury Breweries Company, 
Manitowoc and Sheboygan, Wis.., 


Governor Herbert H. Lehman of 
New York has approved the Gold- 
stein bill which makes untrue and 
misleading advertisements over any 
radio station in New York state ¢ 
| misdemeanor. The measure is 
amendment of the penal law whic! 
applies to other media. 
| 


Connolly Joins WCAU 
Joseph Connolly, who has been 
| director of publicity and promotion 
for WFIL, Philadelphia, for tiv 
|years, has been appointed to t! 
fae and station promotion staff of 
| WCAU, Philadelphia. 


| 


People make markets? Perhaps—but it’s sales and profits that will begin a seven-month outdoor 
advertising campaign May 8, using | ' 
- . . ° . ° —_ ’ 995 P - § “itiec Tic < , 4 
a make a market worthwhile! In the Nation’s Capital, The Wash- 225 boards in 34 cities in Wisconsin, ‘ 
northern Michigan, northern Illi- 
nois and eastern Iowa. Postings will 
be changed monthly. 
New point-of-sale display ma- e s 
terials will be distributed to retail B Id 
‘ | 
dealers nationally early in May. ul ing 
Cramer - Krasselt Company, Mil- 
. 7 ac , waukee, is the agency. 
es Dollar for dollar—advertising cost vs. sales result——-The Wash st 


ildine 


Pie hees 
—— 


a ington Post delivers your advertising message into the worthwhile 


AA AAAAAAAAAAS | | 


homes, gives you circulation that parallels not population but sa/es. 


Ai 


is strongly launched 


in the direction of increasec : 
privately - financed construc f 
tion. Reporting and in‘ t 

ing every trend from menu ; 
facture to application, poo!'ng ‘ 
industry-wide contact 
group of papers for the 
most effective unit in 

tive building market. 


‘Laundries Begin Drive; 


Pe a ington Post is your best buy in Washington. 
a ‘Four Name Herald 


Certified Laundries, a Philade}l- 
tive newspaper campaign with copy 
emphasizing that “it pays to send 
The Was 
|handle the following accounts: Spa- 
Washinaton's Home Morning Newspaper tola Importing, Inc., wines and 
tallic Casket Company and John re 
Wagner & Sons, liquor dealer, all 59 E. VAN BUREN STREET, CHICAG 


ae phia group, has launched a coopera- 
your laundry to a reputable firm.” 
Herald Advertising Agency, Phila- 
‘ delphia, handles the account. 
Herald has been appointed to 
liquors; Cotton Club; Keystone Me- INDUSTRIAL PUBLICATIONS, INC. 
George D. Close, Inc. of Philadelphia. — ‘ 


Osborn, Scolaro, Meeker & Co. 
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overwhelmingly large proportion of 
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f av e for hy om e’ main unchanged. They finance an Nqmes United Again Kraft Chairman of “Staats-Zeitung” 


to Be Theme of 
Building Drive 


U. S. Savings and Loan 
League Offers First 
Complete Campaign 


Chicago, April 24.—Adopting the 
viewpoint that its members must 
neourage savings for home build- 
1g. rather than confine their oper- 
tions to those who already possess 


the 


ber 


2 or Pt La The New Jersey Council has Washin on Cha ter Chan 
country’s residential building,| sp ointed United Service Advertis- gt P a Type Style 


which means that they seek long- jing, Newark, N. J., for the third Newly elected officers of the The New Yorker Staats-Zeitung 
term deposits only. While the book- | consecutive year to handle the resi- Washington State Chapter of the und Herold, said to be the largest 
let used in the campaign empha- |dential phase of the council’s 1940 — regener os onigy met ae ee, = 
, : : aa Mee x .|ing Agencies are lairman, ar- lished outside of rermany 1as 
ins } . aiaiialaadle — syn. | Spring advertising campaign. Dis- pa aie - ; a A 
sizes that the savings of any mem “ ren E. Kraft, Erwin, Wasey & Co.; abandoned the use of old Gothic or 


POR RI EI lay advertising space ‘lassi- 
are always available in an play advertising and space in classi vice-chairman, N. W 


. iy . Ae fied columns of newspapers and ,,, an V. Mogge, J. German type and will hereafter be 
emergency, the entire effort is de- magazines will be used Emanuc Walter Thompson Company, and printed in the conventional Roman 
signed to make more of this desir- London, agency president, is ac- secretary-treasurer, George Weber, type style 
able business available count executive. ; Mac Wilkins & Cole It was explained that there ha 

John W. Ladd, manager of the ia ely ag ot a ogg in ad- beena gradual trend away from the 
business development division of . dition to Messrs. raft, Mogge and old style type even in Germany 
the United States Savings and Loan Burkett to Pittsburgh a Vv gered oe: yh omc 
League, said that manufacturers Harry J. Burkett, formerly Ford 4: , ©? ten ie at aol — . 
y . , _ : : ; : . tine and W. T. Prosse1 Vl 
and others in the building field —" on ge at genre — Appointed 
have indicated their intention of Mch.. has been appointed manager e Gordon Fennell Company, Cedar 
a bs ‘y:), /Of the Pittsburgh Ford branch. He J-W-T Shifts Hathaway Rapids, Ia., combination export 
cooperating in the campaign, which a : ‘ 4 : 
now shape as the most ted succeeds C. A. Mullan, who has Clemens F. Hathaway has been house, has appointed Irwin Vladi- 
od ren gS so ve se cong a ge been made manager of the Ford transferred from the New York to mir & Co., New York, to handle the 
pana eenr ae ever staged on behalf of | branch and assembly plant at Rich-|the Toronto office of J. Walter foreign advertising of American 
| residential construction. mond, Cal. | Thompson Company. Disinfecting Company, Sedalia, Mo 


. sum large enough for the down 
payment, the United States Savings 
nd Loan League has distributed to 
ts 4,000 members a complete cam- | 
naign embodying this fundamental | 

nking 

One immediate result will be the 
yppearance of a flood of Own-a-| 
Home advertising in the country’s | 
newspapers: a later one, it is hoped, 
tidal wave of residential 
building, which, however, cannot be 
xpected to appear for two or three 


will be a 


vear's 
Some bank advertising has caused 
mpecunious members of the local 
citizenry to get the idea that finan- 
cial institutions are yearning to dis- 
yose of surplus funds, regardless of 
safetv. In the same way, some 
building advertising has conveyed 
dea to ingenuous folk that all 
it necessary to own a home is 
ible to pay a certain sum 
monthly. These misconceptions have 
yroved equally embarrassing to 
ivertisers and readers. 


Sells Savings Idea 


Because of this. situation, the 
United States Savings and Loan 
League decided to start at scratch 
n issuing the first complete cam- 
paign ever proffered to its mem- 


bers, and to sell the idea of saving 
certain sums regularly so that the 
ivers will be eligible for the bene- 
fits offered by local savings and 
loan organizations. 

The campaign, which has elicited 
enthusiastic approval of the local 
leagues, is comprised of four large 
announcement advertisements and 
13 pieces of smaller follow-up copy. 
All of this newspaper advertising 
‘arries coupons featuring an attrac- 
tive booklet, “Can We Really Own 

Home That Easily?’ Selected 
prospects will be reached by direct 
mail, while a series of three post 
cards has been devised to get action 
from laggards. Twelve spot radio 
announcements have also been 
made available for organizations in 
towns enjoying adequate facilities. 


Counter and window cards, a mem- | 


bership card, a special pass book 
ind a home savings bank are other 


features of the campaign. 
Seek Long Term Loans 


spite of the passage of more 
han a century since the first build- 
ing and loan league was conceived 
In tl country, the fundamental 


objectives of such organizations re- 


ill! 


‘| WANT SOME 
t NEW DIRECT 
MAIL IDEAS? 


MAAAAAAAAAAAAAAAAAAAAAA 


PAAAAAAAAAAAA 


IF IT’S YOUR JOB to turn out direct adver- 


lat must get results, 
have the 


you should 
portfolio of commercial speci- 
Hammermill Offset. It brings 
imples of top-notch offset jobs pro- 
ed for a dozen different advertisers . . 
rs, Magazine inserts, catalogs, broad 
. l-color, 2-color, 4-color work 
lifferent” treatments in layout and 
1. It’s a warehouse of useful new ideas. 


mens on 


rr 


SEND FOR THIS PORTFOLIO. | se it as an 
ea generator in planning offset 
And see for yourself the fine repro 


your next 
you get on Hammermill Offs 
riliant color work rich, lifelike 
nes readability of even the small- 
pe. For a free copy write on your 

y letterhead to Hammermill Paper 
Dept. G, Erie, Pa. 
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A NEW APPEAL 


wax to make surfaces more lustrous | 


| scratch.” 
lare listed in the advertising. 


of wax in the product which makes 


it “easier to clean, harder to! 
Dealers stocking the line | 


Dealers are being provided with | 
richly colored display materials, in- | 
cluding posters, counter cards, color | 
chip folders and handbills. 
dramatizing the results to be ob- 
tained with Wax-O-Namel, even by | 
tyros, is a bath stool finished i 


ADVERTISING AGE 


Hormel Policy 


Drops Plums in 
Radio Cast's Lap 


| Hollywood, April 
Also|of the cast and orchestra of the 
Happened in 


radio 


program, 


‘It 


24.—Members 


Hollywood,” which broadcasts five 


in | times a week over the Columbia 


a 


through the summer with no inter- 
ruptions, while the cast and orches- 
tra are enjoying themselves on 
their vacations with pay. Substi-| 
tutes will fill their places as the 
“Spam” gang. 

In a letter to Jack Smalley, Los 
Angeles manager of Batten, Barton, 
Durstine & Osborn, the Spam 
agency, President Jay Hormel said: 
“It is the policy of the Hormel 


also will give the ‘Spam’ gang ; 
rest without missing a pay check: 


Issues Co-Op Magazine 
A. Campbell Gifford, editor « 
Advertising Monthly, an Englis) 
publication, has launched a coopers. 
tive house magazine called “Printeg 
Salesmanship, a Magazine for Ag. 
vertisers,” directed to advertisey, 
who do not use agency services. ]; 


“ \ \ | a . . A “ — Ne 
\ a i \ | delphinium blue and white. network, are going to get a week’s|Company to give all regular em- is published simultaneously in five me 
Wi The Johns account is handled : ; : a <.. tei z . cities, each edition having differep, i 
re yonnson account is Na vacation with pay. This unprece-|ployes a vacation with full pay. Fie ah 
\ rae a Brorby, Chi ; : . sponsors, although the editor); c 
|by Needham, Louis & Brorby, Chi-|qented circumstance is due to the|Therefore the same policy will| matter is the same. nisce 
| cago. |fact that Geo. A. Hormel & Co.|\apply to the regylar employes on — mar} 
gives every employe a_ vacation|the Hormel radio show. One week Gill Expands rece! 
am with pay and Hormel is the sponsor | vacation will be given with full 2 wee 
ere eee Roma N es Agency lof the Arms Even Don Coeel pay. We are pi to have every- Samuel E. Gill, market researc; wit 
Roma Wine Company, Lodi, Cal., |, . , ss _frne ag es ap Fs 2 . has leased larger quarters at hi will 
Al : as ; 2 CBS sound man employed by CBS, |one take advantage of this, because address. 52 Vand os ya De 
V4 i, has appointed Bermingham, Castle- > conity lit will io tee Glan a present address, anderbilt ave- pape 
1 ne a ier New York. to direct | benefits by the Hormel generosity. it will not only help the show, by nue, New York. New telephon whe 
7 —_ man & Pierce, ; ‘ : : P 
its account. Nevertheless the program will go|keeping it from getting stale, but|number is Murray Hill 6-6780 Ipan 
How to smoke away | — 
finger stains 
 odiiteneemementaenmenmennnniams=ee | 
———— 
fe is an interesting contradicuon that one 
grote chp yh 
Mall smokers were quick to discower._ that 
finger stains become much lighter or dnap 
pear completely when Pall Mall is smoked 
we 6a important advantage—the add 
tional length of Pell Mall travels the emote te 
further, enhancing the flavor of the superb fr = 
tobaccos, thus givin Ou « noticeably —_ 
smoother and fein whan a 
Yourself, ery Pall Mall critncatly! [/ a. \ 
WHEREVER PARTICULAR PEOPLE CONGREGATE /; VZ, — NN 
Current newspaper copy for Pall Mall [ / SaaN \\ 
cigarets, which introduces a new appeal di \ 
—"how to smoke away finger stains.” ( | { / / 
/ I & 
WU YY | 
\ ae Y, ' 
Johnson Bids NAS SZ ALY 
ANY ML: 
— 
for New Market ws |) = ; 
V4 °o 
” a nL YT WU 5 
with Wax-0-Namel — = 
- ; ‘ie = . nip 
Racine, Wis., April 24.—To the f “Is ‘ ‘ Hite 
fanfare of what it believes is the | ANS mm SH eo LS 
most spectacular advertising cam- | > ; ery \ TO the i) POS ao 
paign ever staged on behalf of a uy retin i! ey ne tt es, 
paint product, S. C. Johnson & Son, | 7 ‘7 OE i i! aH ui + ite Se we = 
Inc., is introducing a new type of | = © Nis! + ib PSS _ WN 
enamel in the Chicago and other | ’ 12 Ke) 
markets. Though Johnson has been | — " | r (Sy 
a manufacturer of paints and varn- | Kees — 4 A A . 
ishes for 20 years, it awaited the | SN —_— : \ 
development of a sensational new | : i —=sA _ 4 a 
‘ = - 
standard-bearer to launch the ag- | Ss : ny _ + y 
gressive kind of promotion gon AP) ~ * 
has made it a leader in the wax = 4 Q 
field. | oe 
It believes it has found such aj| HHH 
product in Wax-O-Namel, intro- ‘e ‘ 
duced in Chicago with a full page ae AHHH 
in color in the Graphic section of AN \Wia 
the Chicago Tribune, with other A, 
full pages to follow at three-week fan Pay ‘ 
intervals. This procedure is being y o te } = 
varied in other markets to isolate q , Y 
the most effective methods of intro- ; Yj dj] 
Wz / 
ducing Wax-O-Namel, with 420 ; bi 4 Yh) 
lines being used in most cases. . a 4 
“The new product was perfected 
after five years’ experimental work — " ba 
in the Johnson research labora- | ; wy) 
tories,” said William N. Connolly, fe 7 es Math 
‘ rartici y ‘ ‘ > > ~ i \ ‘ 
gg: Npcen, on anng Sa ® Minune? 
ar wwe, thee W)) Nt, ATM AND 
, ‘ 


and to protect them against wear 
and dust convinced us that a huge 
market awaited a smoother, easier- 
to-clean enamel.” 

Not the least of the advantages 
of Wax-O-Namel will be found in | 
the enthusiastic reception accorded | 
by dealers, Mr. Connolly believes. | 
He said that they have hailed the 
new product as a possible Moses 
to lead them out of the wilderness 
of demoralized prices. 


Merchandising the Product 


Johnson has developed a glass 
container which represents another | 
merchandising refinement. Through 
a transparent package, customers 
can see exactly the colors they are | 
getting. The new container mini- | 
mizes the necessity of making costl) 
color chip cards available. 

Based on the advice of magazine | 
editors and a leading Chicago dec- | 
orator, 19 shades of Wax-O-Namel 
are being offered, most of them | 
conforming with the current trend | 
toward pastel colors. 

Initial copy appealed to women’s | 
creative instinct and the urge for | 
bright surroundings by emphasiz- | 
ing the ease of applying the new | 
enamel, the transformation which | 
can be achieved, and the presence 
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. ’ use. Although dentists have figured |scribed as “more than the next clicks, it is also probable that the STEALS THE SHOW 
Dentists Personal prominently in dentifrice advertis- | three dentifrices combined.” newspaper schedule will be ex-| 
|ing heretofore, this is the first in-| At present the new copy appeal | panded. 
stance in which the profession is|is being limited to newspapers in Pedlar & Ryan 


. : 
bits Become New sores as having registered aj|two markets, New York and Chi- agency. 
. a |preference for a_ specific brand 


is the Ipana 


cago, with Journal-American, Mir- 
name. In the cigaret field both|ror and News and several suburban 


a) hd ” * 
Lucky Strike and Camels have been| papers on the list in the former Camping Appoints 
pand Opy eme |proclaiming the popularity of their|city, and Herald-American, News, Macintyre & Simpson, publishers’ 


respective brands among tobacco|Times and Tribune comprising the | T@Presentative, has been appointed 


New York, April 24—A power- | experts. ischedule for the latter. In addi- ae Saar ooh hee og ~ way eo 
nae sie. «a * : : ade .s RP R oad “ g, sne y e L/PPER CRAFT 

ful new approach to te stimonial Limited to Two Markets tion, the theme will also be pro- | American Camping _ Association, Rt and boy how | hated 

copy in the dentifrice field, remi- ‘ moted in The American Weekly | Ann Arbor, Mich. AND ON y yo 

niscent of the technique that has; Basis for the new Ipana theme is|and This Week. It is probable that —_——- N . y 

marked much cigaret advertising in|described as a “professional poll |occasional insertions devoted to ‘ 


gHONES 


recent years, was disclosed this|conducted by two famous dental |this subject will also appear in Southland May Expand | 
week by Bristol-Myers Company | journals.” Twice as many dentists|other magazines on ‘the Ipana Southland Mills, Inc., Lufkin, 
with the inauguration of a news-| were reported to use Ipana person-|schedule “as a change of pace,” — hich = agg Ager: caicane bor 0 
paper campaign reporting the over-jally as compared with any other | although the new appeal is not ex- | anedinn Os aakauiie oF a te 
whelming preference of dentists for|dental preparation—paste, powder pected to be used in } . 


: . Magazines | from 50,000 to 100,000 tons annu- 
Ipana tooth paste for their personal |or liquid. The Ipana vote was de- generally this year. If the theme ally. 


ter Tee, tee- 


CLIPPER 
CRAFT 


18 A STEAL AT 


When a discriminating burglar lifted 
nothing but a suit of clothes from the 
room of a University of California stu- 
dent, Money-Back Smith, San Francisco 
retailer who sold the suit, seized the op- 
portunity to run this copy. Sidney Gar- 
finkel Advertising Agency turned it out. 


IBIGGER THAN TEXAS = pe 


in Pennsylvania 
| Harrisburg, April 24. Perhaps 
|because the public is anxious to 
—BIGGER THAN CALIFORNIA, OHIO, ILLINOIS! ssuage the is of the poo. igus 
sales s a handsome increase 
| in 1939, the Pennsylvania Liquor 
Control Board, operator of the state 
monopoly, reported today, yielding 
a profit of $15,352,737, or 20.58 pei 
cent of sales, for relief. The 1938 
|} profit was $13,988,630 on $72,632,- 
1153. Volume in 1939 amounted to 
| $74,572,241, a large percentage of 


|the extra business being net. 
| 


How many sales does it take to make a market? ~=There are now 6,500,000 automobile-radios on 


‘ | An additional $7,546,581 was real- 
: , the road. There are 1,000,000 more of the new , ; pd ; 

More sales are made in July alone, than in all lized from the state’s 10 per cent 

portable sets, travelling wherever America liquor tax. Like the race tracks of 


Illinois or California or Texas in a year! the country, the Liquor Control 
travels. And 21,900,000 radio families are kuown Board gives itself the benefit of the 
v" Look at it any way you wish. Compare retail “breaks” so that $89,000 more than 


to be listening at home, each summer day! 


a flat 10 per cent of sales went into 
‘ sales, payrolls or production, July is the bigger __ ae the exchequer. 

: . Clearly, radio listening is no exception to the Since the Liquor Control Board 

: market. To ignore July...to do nothing about ; : : . was formed in Pennsylvania early 
~ . : in thi k “lik habits that make this nation a market. People in 1934, it has turned in excess of 
protecting your interests in fits Market... 1s like . $100,000,000 in profits and taxes 

y) . : “1° ° ° eat and dress, work and have babies, shop and into the A i treasury 
P defaulting in Chicago, Philadelphia and Boston 7 aled delish euiiatieinl Gaee 
spend throughout the year. For the vast bulk of otal sales have aggregated $398,- 
combined. July is bigger than the three of them. — ; ' 115,518, profits, $73,668,056; taxes, 

families, summer makes little change in the daily since their adoption in 1936, $27,- 

a ae ; - ; 288,862. 

So an old tradition dies...easily. The tradition routine. It perhaps puts an extra stress on relax- Beer taxes for 1939 totaled $7.- 
; . . 37,471, compared with $6,835,779 

: that it makes sense for an advertiser to fight gation. And that only makes radio more than ever in 1938. Since 1934, beer levies 
“aS desperately for his share, say, of Illinois . . . and important! It’s so easy to listen . . . have yielded $41,131,632. Pennsyl- 


Vania now has 580 retail stores. 
then do nothing to protect himself in a market Small wonder, then, that CBS summer advertis- 


Corrections Shown on 


> three times as big: June, July and August! ee ‘oh $3% abov 
’ a ne , 53% above : 
Sacinnssiy ing in 1939 leaped to a new high, 53% ¢ Magazine Page Totals 
& ” = . . * . ° € ' > > lumbia Network covers Incorrect page totals were shown 
ob oy That strange tradition has been blasted higher 1938! Because the Co ir Beate & Guelen ond tea oO 
; , ’ > P ; — ummer market more completely and |Country in the magazine linage 
than the summer sky. Blasted by radio, which has the vital samme P y table published April 15. House & 
. aon : : te -conomically than was possible even a few short Garden carried 49,909 lines, 78.9 
changed the face of summer. Radio has broken €€ ) P pages in April, 1940, and 51,671 
' i alien ‘ ears avo.* lines, 81.7 pages in April 1939. 
the chains that bound advertising to time or ye g Town & Country carried 42.202 
‘ ar . aT ae . wan’ > es — lines, 62.9 pages in April, 1940, and 
place. Radio has made it economically possible So there's now no reason to give up the extra 52,269 lines, 77.7 pages in April, 
. . . 1939 
! to cover every market every week and every sales you might be making in June, July and ee 
month; to do it with a regularity, a frequency, August. Radio makes them as easy to get... and | Philadelphia Ad Women 
B| a mass coverage no practical budget can buy to protect...in summer as any other season of Hosts to Conference 
A y : The Philadelphia Club of Adver 
anywhere else. In summer as in winter. the year. And CBS makes them easiest to get! tising Women was host to the 
} , . Eastern conference of Women’s Ad- 
} vertising Clubs April 27-28. Meet- 
, 


ings were held at the Bellevue 
Stratford, Philadelphia, with Miss 
Edith Ellsworth as general chair- 
;man. 

On the second day the group 
|motored to Wilmington, Del., where 
it was entertained by the du Pont 


COLUMBIA BROADCASTING SYSTEM Sanger acd Rt Wags ia 


— New Atkins Publication 


*The data in this CBS advertisement are taken from the most authoritative available ¢ urces. If you Atkins Publishing Company, 15 
would like to make a specific analysis of summer advertising in relation to your markets we'll be happy , . M , ° 
to assist you, with considerably amplified facts and figures, Write to 485 Madison Ave., New York City. W 42nd street, New York, pub- 
lisher of the Camp Director’s Hand- 
book and the Atkins Statistical 
Sports Scorebooks, announces a 
new monthly publication, Children’s 
Institutions, which will make its ae 
debut July 15. Gordon M. Atkins de 
will be managing editor and Stan- 
ford R. Brown in charge of adver- 
tising. 
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“Horror on the Newsstands” 


The title of this editorial is not 
ours, but that of Detective Fiction 
Weekly, published by the Frank A. 
Munsey Company. In its April 20 
issue it struck out hard against the 


“horror” type of publication which 
it contends is cluttering up the 
newsstands and giving legitimate 


publications, both pulps and other 
types of magazines, a_ black 
with the public. 

Urging readers to bring pressure 
on newsdealers to do a 


eye 


clean-up 


job on behalf of themselves and 
their customers, Detective Fiction 
Weekly defends the  pulp-paper 


magazine which offers clean fiction 
and adventure and finds itself in 
competition with those which run 


|} Zines 


magazine 
statement 


is over 
The 
not 


We dispute this 
pulp-paper maga- 
are through, although 
they have fallen into bad company 


“There are today 


THE LADY WILL BE WEARING THEM NOW 


—This Week 


Ad-li 


bbing 


This May Be Propaganda 


Although they become a bit irri- 


tating at times, the English have 
something for which most of the 
proletariat over here would prob- 


ably cash in their eye-teeth. More 


are hundreds of 
magazines of every description sold | 
on the newsstands—-the prospective | 
reader is smacked in the eye with | 


a riotous blaze of color that causes 


him to turn his head and pass by 
Many of these are good magazines, | 


|with reading matter that compares | 


jand sensational magazines, on 
whose covers you see. half-clad 
women being tortured or attacked 


the gamut of perversion in sex and | 


sadism. 
We have heard numerous criti- 
cisms of current offerings on the 


newsstands, and rumors of rebel- 
lion on the part of many sections 
of the public. Since the whole 
publishing industry, as well as ad- 
vertisers, is directly concerned with 
anything which tends to bring ad- 
vertising media into disrepute, we 
believe that the Frank A. Munsey 
Company deserves whole-hearted 
cooperation in its efforts to clean 
up the situation. 

“Every day we hear writers, edi- 
tors and publishers,” says the De- 
tective Fiction Weekly editorial, 
“complaining that the magazine 
business has ‘gone to the dogs’ 
that the day of the pulp-paper 


| 


favorably with anything published 
Why, then, the averted 
the disgusted snort, and the 
contemptuous ‘Oh, the pulps!’? 


“The the 


today. 
head, 
horror 


answer lies in 


by deformed caricatures of men 
or the enactment of some perverted 


crime depicted in terrifying detail. 


Labor Has a Stake, Too 


days when so many 
representatives given 
that their only 
terest lies in driving the hardest 
bargain with employers, 
without regard to the economic ef- 
fects of unbalanced production costs 
which may easily reduce sales and 
employment, it is refreshing to hear 
of the constructive work frequently 
accomplished by enlightened labor 
executives that work- 
ers are in the same boat with man- 
igement. Unsuccessful industry, 
they know, cannot provide for pros- 
perous and contented workers. 

In a certain Southern city whose 


In these 
labor have 


the impression in- 


possible 


who realize 


principal industry has been lan- 
guishing in recent years, the local 
business organizations have made 


i careful and scientific study of the 
problem of providing new employ- 
idle work- 
information 
they 
from 
who 


ment opportunities for 
ers. The most helpful 
and have 
leaders of 


advice which re- 


ceived has come 


labor organizations, have as- 


sisted them to analyze 
then 
the 
eatest 
that 


labor 


the type and 


capacity of surplus labor and 


to determine industries 


have the opportunity to 


succeed in community, based 


on the supply and available 
markets 
We that the lead- 


ers of the garment workers’ unions, 


have been told 
men like Sidney Hillman and David 


Dubinsky, have been particularly 
helpful in pointing the way toward 
a successful solution of a commun- 
ity problem which can be met only 


the 


through cooperation of all in- 
terests. It is probable that as a re- 
sult of this intelligent analysis and 
advice, this particular city will be 
able to bring in new industries 
ideally idapted to absorb the sur- 
plus labor supply and to market 
their products successfully 

Labor needs more far-seeing ex- 
ecutives of this type Let’s hope, 
for the good of labor and the whole 


country, it may have more of them 


Inside, the contents are much the 
same—running the gamut of human 
perversion in sex and sadism. It’s 
these magazines that have tarred | 
all with the same brush. Some | 
publishers who have sold them | 
have suffered in the sale of their | 
more legitimate publications.” | 

The Munsey company does not 
believe new laws are needed, but 
that a good job of industry self- 
regulation is in order. In this we 
heartily agree—and we hope that 
publishers, distributors and dealers 
iwill cooperate to this end with 
the complete support of all adver- 
tising interests. 


which | 


OW ERSIeANS 
AIRWAYS 


—_— 


BRITISH reliability 

BRITISH efficiency 

BRITISH courtesy 

these are the watchwords 

which have earned just praise 

for the names of IMPERIAL AIRWAYS 
and BRITISH AIRWAYS 


The activities of these two Companies 
are henceforth to be united 


under the British Overseas Airways Corporation 


Their traditions remain 
as the guiding principles 
by which the new Corporation will strive 


proudly and industriously 


to give still greater strength to the bonds that link Britain 
to ber Empire and to fnendly nations overseas 
to maintain the position of British Civil Aviation 
throughout the World 
and above all 
to give the public at all times the service 


which it requires 


TO-DAY THERE ARE REGULAR BRITISH AIR SERVICES 
BETWEEN GREAT BRITAIN AND 


veasce = overt FeEn om RoOwATORIA PaLeeTine 
arena UA 


wordy writers have called it 
noblesse oblige: in the last war it 
was the business of “muddling 


through.” 

The Englishman is cold; the Eng- 
lishman is slow, but by and large 
he is possessed of a quality of char- 


acter that never lets him down 
One has heard the stories of Brit- 
ishers alone in darkest Africa who 
faithfully don dinner clothes for 
each evening's solitary meal. And 
by just such small proofs as the 


above piece of copy is one inclined 
to believe those stories. 

British Overseas Airways is 
new name of the merged 
Airways and British 
panies BOA is in the air travel 
business, it seems, war or not. This 
copy doesn’t even mention the war. 
It points out that “this corporation 
will proudly and_indus- 
triously to give still greater strength 


the 
Imperial 
Air ways com- 


strive 


to the bonds that link Britain to 
her Empire and to friendly nations 
overseas; to maintain the position 


of British civil aviation throughout 
the world and above all to give the 
public at all times the 
requires.” 


Even if 


service it 


ice to such 


t requires ser\ 


peaceful isles as Norway and Swe- 
den; because while newspaper and 
radio reports indicate that travel 
to these countries now is chiefly by 
|bomber or battleship, they are still 
named on BOA'’s route list. 
| many, somehow, was omitted. 


Subtle Bribery? 

Last week we were just about to 
pound out a stinging piece anent 
the growing practice of sending 
photographs to editors with the no- 
tation that bills for cuts will be 
japproved, when we decided we'd 
'better forget it. But in this morn- 
|}ing’s mail two more items of this 
|kind pop up, and our unreasonable 
jire gets the better of us. 
| One item in today’s mail comes 
from a publicity organization and 
lencloses a picture and story deal- 
jing with a new sales manager for 
a trailer manufacturer. At the top 
|it says: “You may bill us for cut 


| for this article.” The other comes 


Ger- 


|direct from an automobile manu- | 


ifacturer, and is merely “the most 
|recent picture” of an executive. 


Information 


| 
| 


| ADVERTISING AGE, by any nati 


a 


for 
Advertisers 


The following documents may by 
secured without charge from com- 
panies sponsoring them, or through 


ial 
agency 
his business 


advertiser or 
executive 
letterhead. 


No. 1628. Standing Out in Indiana 

In this new booklet, Radio Sta- 
tion WIRE, Indianapolis, takes \oy 
on a pictorial tour through its new 
studios, spotlighting its modern 
equipment, its programs and sery- 
ices. 


No. 


advertising 
writing on 


1629. Reading Is One _ of 
America’s Proven Test Markets 

Reasons why are given in this 
booklet issued by John H. Perry 
Associates, with facts about Read- 
ing’s geographical location, popula- 
tion, industries, retail sales and 
home ownership. Coverage of the 
Eagle-Times is discussed, with in- 
formation on its merchandising 
helps. 


No. 1630. Displays Featured by 
National Advertisers in 1940 

A new booklet has been issued by 
Kay Displays, Inc., featuring cur- 
rent use of displays by national! 
advertisers. 


No. 


1631. This is the Story of Mrs 
Jones’ Cerebellum. 

Mrs. Jones’ cerebellum is wher 
impressions are stored, and in this 
booklet, Outdoor Advertising Incor- 
porated shows Mrs. Jones making 
cerebellum notes of the products 
she the outdoor posters 
lalong the route to her super mar- 
| ket. There, Mrs. Jones and prod- 
|uct identification are shown at work 
on the daily shopping. 


No. 1632. 
vey. 


sees on 


The American Girl Sur- 


| Home and car ownership of thei: 
|families, the extent of their use of 

beauty aids, their share in home- 

making, food and clothing are some 
lof the questions answered in this 
report of its survey made among 
| teen-age girls, issued by The 
| American Girl. 


| Nevertheless, it winds up this way: | 


|““We will approve any engraving 


. | 
costs you may incur through mak- 


ing this change if you will mail in 
the bill.” 

We've never yet sent a bill to 
|anyone for an engraving, even when 
we have made them and used them, 
| and we don't intend to begin the 
| practice now. Perhaps our idea of 
ethics is a little far-fetched, but 
just the same the submission of il- 
lustrative material to an editor with 
‘an offer to pay for the cuts strikes 
us as subtle bribery which might 
be helpful with the weak sisters 
who like cuts without costs, but 
}which is more likely than not to 
|create antagonism in many editors. 
And _ yet, strangely enough, the 
method of some publicity depart- 
ments of supplying electros on re- 
quest doesn’t bother us at all. May- 
be it’s the curious’ distinction 
between merely getting an electro 
ready to print and having to make 


your own cut and send a bill that 
affects our delicate sense of edi- 
torial righteousness 
Jottings 

An enigmatic proposal has been 


made to June brides, via a want ad 
in the Chicago Tribune. “Attention, 
Brides-to-be!"” it reads. ‘“‘Would you 
like to appear on a radio program? 
A special program of 1940 brides- 
to-be is being planned by a leading 
Chicago merchant If you have an 
jact suitable for radio, get in touch 
with us at once.” We hope we can 
hear this program 
Reader interest in 
umns of the Boise 


classified col- 
Capital News, 


soise, Idaho, is being stimulated 
with a “Pets Home Finder” column 
Lost and foundling dogs are listed 


in the column and those who prom- 
ise to the canine a good home 
him free if they pay the 


cost of the ad 


give 


can have 


|No. 1633. If You 


Something Big. 

A detailed statement 
tion and market data 
lare included 
lby the 
| Wichita 


Want to Do 


of circula- 
for the area 
in this folder issued 
Times and Record-News, 
Falls, Tex. The material 
covers population and sales and 
|shows the buying power of the 
|market in a discussion of agricul- 
|tural and industrial activity. 


No. 1634. International Cover Sam- 
ple Book. 
| Chemical Paper Manufacturing 


|Company has issued a new samp 
|book containing a complete displa) 
of stock items. International Duplex 
Cover is included for the first tim: 
|shown in both antique and fancy) 
finishes 

No. 1636. Continuing Data File o 
San Francisco and The Ca 

Bulletin. 

The Call-Bulletin, San Francis« 
has issued this distinctive pir 
which consists of a file holdir 
several booklets and is room: 
enough to hold later material wh 
will keep the file up to date. T 
file now contains a study of Scot 
whisky sales, a folder called “Fact 
About Liquor in San Francisco 
Other California Markets,” mar! 
data on San Francisco and f 
about the paper. 


No. 1583. Providence Market Data 
The Providence Journal-Bullet 
has issued this data book on RI 
Island and the Providence n 
ket dealing with people, hon 
income, manufacturing, etc. T! 
is a breakdown of newspaper co’ 
age, and a reader survey 
graphs showing reader inte! 


page by page, for specified issu 
and event! 


the Sunday Journal 


Bulletin. 


Apr 
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April 29, 1940 


ov 


Pred Pip 


1S77- 


Tiiws the highway, and up 
the lane comes the haunting ap- 
peal. It’s as old as man, as irre- 
sistible as woman, as timely as the 
seasons, as new as today’s maga- 
zine. It lifts 2,500,000 eyes from 
the furrow. It stirs 2,500,000 
hearts from the sink. The Pied 
Piper of the tarm has tuned his 
monthly lay of progress. The new 


Farm Journal is in the mail box. 


For 63 years Farm Journal has combed the world for 
developments that offer a better, finer, farmer's lite and 
has sung the tune to rural America. For 63 years it has 
made workable suggestions for reaching that goal. For 
63 vears its editors have grinned as the goal was neared, 


and moved it ahead another tantalizing step. 


The song has moved with the times. Finer paper and 
taster printing have made its tune more tunetul. Four- 
day printing has quickened the tempo and improved its 


rhythm. But the tune itself stays pertect. 


Graham Patterson, Publisher « WASHINGTON SQUARE, PHILA. 
NEW YORK + CHICAGO «+ DETROIT «+ SEATTLE + LOS ANGELES « SAN FRANCISCO 


‘The irresistible appeal stavs irresistible. It is the invitation 


to new success and happiness. 


Do you wonder that Farm Journal influences more 


tarm readers than any magazine in historv? Do you won- 


der that advertisers, seeing in it the very heart and soul of 


their own appeal, have given it more and more advertis- 


ing pages every year? Do vou wonder that Farm Journal 


is now the leader on farm table and sales desk alike? If 


vou do wonder, then look for the Pied Piper in each 


issue. We think you will tind it instantly. 


Today’s Greatest Rural lorce 
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Difficulties of 
Labeling Explained 


Retailer Key to Problem. 
in Textile Field, Moon 
Declares 


-Difficulties 
manufacturer 


New York, April 23.- 
faced by the textile 
in providing informative labeling 
ind the relation of testing labora- 
tories to the manufacturer and 
consumer were set forth by speak- 


ers at the 20th annual meeting of 
the New York State Home Eco- 
nomies Association here last week. 


Emphasizing the fact that “manu- 
facturers who make the merchan- 
dise for others do not control its 
distribution,” Byron G. Moon, presi- 
dent of Byron G. Moon Company, 
asserted that manufacturers wish 
to comply with the consumer’s 
desire for informative labeling, but 
are at the mercy of the retailer. 

“You will not get informative 
labeling unless the store gives it to 
you,” Mr. Moon said. “Some 90 


tomer, the store, 


to Home ener 


per cent of these manufacturers 
make cloths and clothes for the 
store under the store label, or some 
label, or no label. Because of this, 
how can the maker tell his cus- 


what he has bought? The other 10 
per cent of manufacturers, who 
have their own standard brands, 
1ave consistently followed 
| identification policy and spent what 
they could to tell you what their 
llabe Is mean.’ 


Distributes Booklets 


In their search for information, 
consumers should be informed on 
the manner in which manufacturers 
operate and the problems they face, 
Mr. Moon observed In order to 
supply this information, Mr. Moon 
distributed a booklet entitled, “Bal- 
anced Quality—Informative Label- 
ing of Textiles and Textile Prod- 
ucts,” which sets forth the industry’s 
“intricate structure’ and discusses 


methods of labeling that have been | 


and are now employed. 

Consumers can make their pur- 
chases more wisely and economic- 
ally as a result of the extensive 
testing done by manufacturers, ac- 
cording to R. T. McAndrew of 
United States Testing Company. 

“Although tests are made by the 
manufacturer for a variety of rea- 
sons,” Mr. McAndrew said, “the 


their | 


jare 


|assures the customer of better value 
what to do with! 


| described 


| 
| 


important fact 
made, and that somewhere | 
along the line, the consumer is cer- 
tain to benefit by them. Testing 


for the money spent and also in- 
spires confidence in the product be- 
cause of the fact that it has been 
proven satisfactory.” 

After explaining the various ways 
in which the manufacturer uses the 
testing laboratory, Mr. McAndrew 
the different types of 
tests, such as strength and abrasion 
tests, and instruments recently de- 
veloped, such as the warmth and 
snag testers. 


Joins McJunkin 

Sam Bartlett has joined Mc- 
Junkin Advertising Company, Chi- 
cago, as radio director. Until re- 
cently he operated his own radio 
producing unit. 


Selects Horton-Noyes 


Field & Flint Company, Brockton, 
Mass., manufacturer of Dr. Locke 
and Foot-Joy shoes, has appointed 
Horton - Noyes Company, Provi- 
dence, as advertising counsel. 


Hill Joins Seeds 


Ivan Hill, sales executive for the 
Don Lee Broadcasting System, Los 
Angeles, will join the Russel M. 
Seeds Company, Chicago, May 1. 


Ewing 
Galloway 


| more than a century nearly 


all of the most powerful Army 


and Navy guns have been made at the 


great Watervliet 


With anxious eyes on events abroad. 


America now hastens to forge adequate 


Arsenal. 


more than 


months, 


City Zone. 


To have 


in Troy. 


1.500 workers 
Chiefly highly skilled ma- 


chinists, their bulging pay envelopes 


retail sales to go 


your 


advertise 


remains that they | 


Josiah Wedgwood & Sons, recipient of 
Olive 


lance writer, honorable mention; 


tion, and Florence A. Fitch, Batten, 


ADVERTISING WOMEN RECEIVE ANNUAL AWARDS 


tising Women of New York for annual honors. 


—« 


Smiles of satisfaction light up the faces of this group, singled out by the Adver. 


Left to right: Mildred E. Laune 
$50 study scholarship; Louise F. Brown 


American Type Founders Sales Corporation, honorable mention; Alice Tiller, free 


Mary Plunkett, R. W. Kelly Publishing 


Corporation, $100 study scholarship; Nan Ward, Stern Brothers, honorable men- 
Barton, 
scholarship. 


Durstine & Osborn, $50 study 


Canada Doubles 
Appropriation for 
Tourist Campaign 


Its foree has expanded from 300 to 


within 15 


are a mighty additional contribution 
to the prosperity of the Troy A. B. C. 


Their needs are helping 


“great guns” here. 


sales go “great guns 


your products in 


The Record New spapers, the city’s sole 


defensive armament. The _nation’= sy: a “s , 

- 2 dailies. Read by “everybody.” their 
chief big cannon plant is busily fash- one-medium blanket coverage at only 
ioning coastal artillery, anti-aircraft 12e¢ per line makes Troy New York 


guns, other weapons. 


State's lowest cost major market. 


RECORD 
4 


newsearers | PHE 


THE TROY RECORD CO. 


THE 


J. A. VIGER, ADVERTISING MANAGER 


. ’ - ‘ 
PRO’ Bi ORD 
a 
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Canadian 
increased its ap- | 
propriation for tourist advertising 
| to $500,000, almost double the 
peacetime amount, in anticipation 
of an increase of $100,000,000 in 
| tourist expenditures in the Do- 
minion this year. The forecast is 


Ottawa, April 24.—The 
| government has 


Branded Food 
Sales Up for 
First Quarter 


New York, April 24.—Sales 
nationally advertised food and 
grocery products were considerably 
ahead of the same 1939 period du: 
ing the first quarter of 1940 a: 
indications are that business will b 
as good or better this quarter, ac- 
cording to a survey just completed 


based on the fact that Europe is cut 
off from tourist travel. 


the country each year by 
States tourists, vigorous steps are 
being taken to increase this amount, 
with the Bank of Canada and the 
Foreign Exchange Control Board 
providing the chief impetus. The 
Canadian Travel Bureau, formerly 
a Cinderella among Dominion de- 
partments, is being given special 
| attention. 


| One of the main appeals to tour- | 


ists from the United States is the 
official 10 per cent discount at 
|which the Canadian dollar is offered 
to visitors from below the border, 
a considerable item since it is re- 
ported that the average American 


family motoring in Canada on a 
48-hour permit spends $21.34 a 
day. 


Designers to Show 
Work at Art Center 


_ Leading industrial designers of 
|}the Middle West will exhibit work 
|}in such fields as furniture, musical 
‘instruments, hardware, refrigera- 
tors, glass products and implements 
lat the Chicago Art Center begin- 
|ning May 4 and continuing the re- 
|mainder of the month. 

Exhibits will be arranged so that 
manufacturers can trace the actual 


| steps in the redesign of a product, | 


comparing it with the old product 
on the basis of actual sales. Pho- 
tographs, drawings and blue prints 
|}will be shown. The Center also 
|will sponsor two courses 
| May, 
| Sundblom, 
_— by 


and the other on typog- 
John Avert 


‘Hurd to * ‘Newaweek” 


Newsweek has appointed Arthur 
Hurd director of research. He was 
| formerly in charge of research for 


| Liberty, director of research for 
McGraw-Hill Publishing Company 
and a market research executive | 


with J. Walter Thompson Company. 


'WSXAO on Daily Schedule 


The Milwaukee Journal Com- 
|pany’s frequency 


| da ily schedule from 1 to 10:15 p. m., 
| April 22. The company also owns 
| Station WTMJ 


Riggio Uses Car Cards 


Riggio Tobacco Corporation, New | 


York, is using car cards to introduce 
| Cort, 
| the New York market. 

ett, New York, is the agency. 


United reported 


during | 
one on illustration by Haddon | 


modulation radio | 


station, W9XAO, went on a regular | 


its new king size cigaret, to 
M. H. Hack- | 


by Paul S. Willis, president of As- 
|sociated Grocery Manufacturers 


Although Canada gets more than | America. 
half of the money spent outside of | 


manufacture: 
improved business las! 
|quarter, Mr. Willis said, with gains 
‘averaging 10 per cent. Eighty-si» 
| per cent of those replying estimated 
‘that second-quarter volume would 
equal or surpass the 
| period. 

| “This continued increase in bus! 
| ness, ” Mr. Willis declared, “speak 
|well for advertising and the sound- 
ness of the manufacturers’ mer- 
|chandising methods. The surves 
‘clearly indicates that there is 
|growing consumer confidence and 
jacceptance of these well-know!: 
| long-established grocery brands 
Apparently the consumer realize 
'when the manufacturer, in his ad- 
|vertising, commits himself with re- 
spect to the quality of his products 
| that the latter must come up to the 
claims made for it.” 


Four out of five 


same 1939 


Mrs. Pike Joins Ellis 

Mrs. Lawrence H. Pike, “Betts 
Lennox” on Station WGY, Schenec- 
tady, has resigned to write food 
copy for Sherman K. Ellis Com- 


pany, New York. She has_ been 
succeeded by Patricia Sheldon 
Smith, who served the station in 


this capacity until her retirement 


five years ago. 


Things are 
booming in 
Baltimore! 


For instance, bank 


clearings are UP... 
- 20.3' , 


EDWARD PETRY & CO. — 
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s . beach toys and a new beach bag Houck for Granite fi 4 = 
Roosevelts Top a a ee of Water Wear Line which milady slings over her Houck & Co., Roanoke, Va., ha _ a 
>: ° ve shoulder. ” ; a eee : 
Klau-Van Pietersom-Dunlap Asso- ° - been awarded the account of the 
ciates, Inc., Milwaukee, has Copy Moves North; Newspaper 


. . been tl Prd — appear North Carolina Granite Corporation, 

named to the board of directors of | mostly in Sunday rotogravure Mt, Airy, N. C. Magazines, trade 

News in Radio | the James Manufacturing Company, Small Space Used pages. Black-and-white copy, alsO journals, direct mail and display 
| Fort Atkinson, Wis. New York, April 23.—U. S. Rub- | in small space, will appear in The material will be used 


' pd ier a anata ee Rca ,|American Weekly, Mademoiselle, 
° . ber Company’s Water Wear line : ! c Pe a 
Circles This Week ‘Harte Appoints Hicks will be promoted this summer in|Ha@rper’s Bazaar and Vogue. The Joins McC-E 
Harte & Company, Inc., maker of about 75 newspapers and four |#sency in charge is Campbell- | parola J 
New York, April 23. — Elliott | waterproofed fabrics under its own | magazines, it was learned here to- Ewald pre sug ; es 
Roosevelt will return to the Texas|trade names, has appointed Hicks|day. Copy which appeared this The 1940 expenditure for the 
State Network as a commentator | Advertising Agency, New York, to 
Ap! 1 99 with R. L. Watkins Com-| handle its account. Francis Mar- 
pany as his sponsor on behalf of Dr, | 9S !8 account executive. 


Lance has joined Me- 
Cann-Erickson, Inc., Chicago. He 
was formerly with Campbell-Ewald 
winter in Florida papers will move beach wear line will be about the Company, New York, and later ad- 
lnorthward with the season and will |same as last season. Outdoor post- vertising manager of ag _ 
‘break in major cities the weekend |ers were the medium a year ago. | UC' Sales Company, New Yor 


»on’s tooth powder. Mr. Roose-| preceding Decoration Day. Picture sequence copy will be used, : 
tt will be heand Monday, Wednes- | Erlanger Names Korn U. S. Howland bathing’ caps and|with some insertions picturing a Appoints Carer-Taemeen 
day and Friday from 7 to 7:15 p. m. | Erlanger Brewing Company,|strollers beach shoes will be fea-| bathing girl. Both the Howland and PR ise o em a mere goin 
on 13 stations. Blackett-Sample- | eae e ea” phil Pe comers ai Mi | tured in small-space copy. Other | Strollers lines have registered sales ran has appointed ester Faeah- 
Hummert has the account. te aseeens, cauuaars, vedie cad |products to receive incidental men-|increases of phenomenal propor- | son Company, Philadelphia, to direct 

Expands “Painted Dreams” posters will be used. jtion include rubber swim suits,|tions in recent years, it is said its advertising 

Procter & Gamble Company, 
which formerly sponsored the pro- 
gram on a single station for another 
product, will take over “Painted | 
Dreams” on a network basis for | 
Chipso April 29. The program will | 
be heard daily from 10 to 10:15) 

1, m. on six stations of the Blue 
network of National Broadcasting od 
Gemma. Pedlar & Ryan is the And you were the fellow 
agency. who wanted to be shown 

executive reaction . 
Teel, Ivory Time Changes 

Procter & Gamble has _ also) 
changed the time of two of its daily | Pe “Well, Bob, NEWSWEEK showed 
programs, effective April 29. “Mid- | Y fr | me, all right! And the adver- 
stream,” for Teel, will be heard at, oh) t) tising department tells me 

10; 15 a. M., MAECORS 65 Bt 9:15 p. mM... o's . 4 that 69 new advertisers used 
over 45 NBC Red stations, and | 4> & —_ NEWSWEEK during the first 4 
‘Life Can Be Beautiful,” for Ivory | 04 


soap, Will be heard at 5:15 p. m., aS ~~ months of 1940."% 
on 15 NBC Red stations. H. W. 
Kastor & Sons and Compton Adver- 
ising, respectively, direct the ac- 


ounts 


“Dog House” Renewed 


Brown & Williamson Tobacco 
Corporation has renewed “Uncle 
Walter's Dog House,” for Raleigh 
tobacco, effective April 30. The 
program is aired on Tuesday from | 
10:30 to 11 p. m. on 73 stations of | 
the NBC Red network. Russel M. | 
Seeds Company is the agency. 


Roosevelt Net Expands 


Manhattan Soap Company has 
idded 15 stations, making a total of 
16, to the network for Mrs. Eleanor 
Roosevelt’s program for Sweet- 

art soap. 


News for Mennen 


Mennen Company will sponsor a 
twice-weekly news program, fea- 
turing Bob Garred, for its shaving 
products, beginning April 30. The 
program will be aired on three sta- 
tions of the regional California net- 
work of the Columbia Broadcasting 
System on Tuesday and Thursday, | 
10 to 10:15 p. m. H. M. Kiesewet- 
ter Advertising Company handles 

iccount. 


Powell to Agency 


Dan Powell, formerly with the 
lassified advertising department of 
the Memphis Press-Scimitar and 
Commercial Appeal, has _ joined 
OCallaghan Advertising Agency, 
Inc, Memphis, as account execu- 
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THE NEW PUBLICATION why new advertisers are continually enlarging NEWSWEEK'’s roster. 2. 
ba 6 ° ® ° . ° 7 Pes 
WOW TO SET UP A The quality: 88.9% of NEWSWEEK’s audience are in business, execu- é 
SUCCESSFUL DEALER tive and professional categories. 7 
” I 
— — The bonus: Although current delivery is in excess of 400,000, rates 
WS used by representative national are still based on a 375,000 guarantee ... . Now it’s NEWSWEEK 
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THE ARTKRAFT SIGN CO. r 
GENERAL OFFICES: 
900 E. Kibby St.. Lima, Obie 
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ADVERTISING AGE 


April 29, 1949 


DRUG AND TOILET GOODS—6]% 


Chicago drug stores and the drug and toilet goods departments of 
department stores know that the Tribune cannot be surpassed as a 
selling medium for toilet goods, drugs and cosmetics. Consequently, 
the Tribune during 1939 received 619% of the money these merchants 
spent to advertise such articles in newspapers. 


ee 


The Tribune leads the seareh 


— 


Concrete proof of the Tribune’s “Way 
with Women” is the fact that Chicago 
flepartment stores and shoe stores 
invest in this newspaper 61% of 
their appropriations for advertising 


* * 


DOMESTICS AND 


BEDDING—60)% 


The women of Chicago and suburban 
families look to the Tribune for informa- 
tion on what and where to buy for their 
homes. Knowing this, Chicago depart- 
ment stores in 1939 invested in Tribune 
space 60 cents out of every dollar they 
appropriated to advertise domestics 
and bedding in newspapers. 


WOMEN’S CLOTHING 


657% 


Every day Chicago's largest constont 
audience of women scans the Tribune 
for “buys"’ in wearing opporel. Result: 
Chicago department stores and spe- 
cialty shops allotted to the Tribune the 
lion's share (659) of their budgets for 
women's wear advertising in news- 


papers during 1939 


* women's shoes * « « 


R 1s, in dollars and cents, have proved to Chicago re- 
tailers that shoes, like other women-appeal articles, move 
fastest when they are advertised in the ‘Tribune. 

Averaging more than a million dollars a day in sales, Chicago 
department stores and specialty shops make newspaper advertis- 
ing the backbone of their drive tor business. And, as their 
records show, the Tribune is by far the most effective Chicago 
newspaper in selling women-appeal items in large volume. 

So impressively has ‘Tribune advertising paid out for these 
Chicago merchants that during 19 39, they spent in ‘the ‘Tribune 
52c out of every dollar appropriated to advertise women-appeal 
merchandise In newspapers—more than in all other Chicago news- 
papers combined, 

Y ear atter year, the Tribune has increased its circulation, reach- 
ing more and more women in every neighborhood and income 
classification...with the result that retailers have concentrated a 


greater portion of their advertising appropriations in the Tribune. 
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Chicago department stores and specialty shops increased the 
Tribune’s proportion of their newspaper advertising expenditures 
for women-appeal advertising from 48% in 1938 to 52% in 
i939. They increased the lead of the Tribune over the second 
newspaper from 113% to 128%. 

When you use the Tribune, you address a friendly, attentive 
audience, one that is accustomed to base tts daily buying on what 
is advertised in the ‘Tribune. 

Seven days a week, Tribune circulation in Chicago and suburbs 
exceeds 800,000*... trom 335,000 to 500,000 more copies than 
are sold in Chicago and suburbs by other Chicago newspapers. 

When the women ot Chicago so clearly indicate their pref- 
erence tor the Tribune... when retailers depend chiefly on 
it to sell to women... you can be sure your advertising will 
pay out best when you build your program around the Tribune. 


General advertising rates per 100,000 circulation are among 
the lowest in the country 


* »* STILL CLIMBING! * * 


Everyday readership of the Tribune builds greater response for advertisers 


Be ause thev read it every 


av ot the week, Chicago 52% 
men place more valueon 
Iribun re 
Because I 
ship and be 
(am mnre & en 
rt Dri lvune n 
ori CC} ’ 
vspaper,d irtment 
- - = 
and spe \ OPS 
tinue to increase the 48% 
| e's propor not 
their newspaper adverts 
ng expenditures for wom 46% 
nappeal advert y. 1937 1938 1939 
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GREATEST NEWSPAPER 
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WOMEN’S SHOES— 61% 


With over 800,000 circulation right in Chicago and 
suburbs, every day of the week, the Tribune reaches 
Chicago's largest constant audience of women every 
day. The Tribune plays an important part in the daily 
lives and thinking of these women. They rely on the 
Tribune. They are accustomed to buy what they see 
advertised in it. Chicago department stores and spe- 
cialty shops have established this fact so definitely 
that during 1939 they placed in the Tribune 61 ,, of 
their Chicago newspoper advertising appropriation 


for women’s shoes 
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April 29, 1949 


ADVERTISING AGE 


at which they were present, dis- 


forum. 


YAPPING DOG 


This department is a reader's 


Added Appendages 


To the Editor: Enclosed find clip- 
ping from this week’s Life which | 
might interest you. As you will 
notice, the fellow in the advertise- 
ment at the top gets a pair of legs | 
and a companionable dog in the 
advertisement which appears right 
underneath. 


JACK LAWSON, 
Lawson Studios, Chicago 
vewey 


Button, Button 

To the Editor: Say, there’s a type | 
of advertising going on that we 
never see mentioned in your col- 
umns. Plenty about radio, news- 
paper displays and direct mail—but 
never the ————? 

The ? is buttons. Large celluloid 
buttons of various sizes are being 
used quite extensively for point-of- 
sale advertising —and those same 
buttons do quite a job. 

For example, in connection with | 
the radio program, “I Want a Di- 
vorce,” several sponsors have used 
a large 3%-inch button bearing that 
caption and “Ask Me.” Store clerks 
wore the buttons, and you can 
imagine the plug they were able to 
give the advertised product when 
Mrs. Consumer “asked.” 


| 10 and 25¢ 


ONE OF THE 
=¥ FASTEST Stine 
He) REMEDIES oF its 
TYPE IN AMERICA 


Oil companies consistently ad- | ‘ 
vertise their products and services 1 CAN‘T BEAT WORMS 
at the important point of  sale| BY MYSELF! 


through buttons. And, they are be- | 
ing used as parts of mailing pieces, 
too, with success. 

GEORGE W. EMERSON, 


Redes Offset Gravure Corporation, 
: Long Island City, N. Y. 
7s | Y 


t'é the te cotch the quy whe spreads the story 
thet @ dog con worm bimee!f with grate ond 


Letter to the Boys 
Is Easter Advertisement Sesto den te eentedeniwen he 


To the Editor: Ours is a ladies | wa-ditnen“a 
ready-to-wear specialty shop carry-| This poor guy, already suffering from « 
ing the quality of merchandise in| headache, was given another cause for 
Wichita that stores such as Bonwit| worry by Life's make-up man, who added 
Teller and Saks Fifth Avenue in} ¢ pair of feet and a yapping dog in 
New York carry. exactly the right place. 

With the idea of running some 


season’s thought on Easter Sun- Criticizes Anonymous 


day and knowing this particular . 
day in the year is very sentimental Charge Against Sellers 


in the hearts of the majority of our, To the Editor: Your editorial, 
people, we ran the enclosed adver- “How Not to Sell Advertising,” in 
tisement and are proud to say that| your April 8 issue is interesting. 


we have received a most gratifying However, I have the same opinion 

return in direct comment, from | regarding an anonymous charge that 

dozens and dozens of our customers. | I had when I first learned the mean- 
GARFIELD LEICHTER, |ing of such a thing. 

Garfield’s, Wichita, Kan. 


Voice of the Advertiser 


Letters are 


I think the advertising manager 


PERSONAL LETTER MAKES STORE COPY 
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Unusual five-column Easter copy used by Wichita store, consisting of a letter 


from the boss to his two boys 


|cussed at great length 
| to be the modern trend that was 
fast developing for advertising 
copy. I therefore look upon it not 
las a “going backward,” as Mr. 
Goodman calls it, but as a going 
who made the statement should, in|forward. I very definitely believe 
the interest of simple justice, give|that the use of a symbol creates in 
his name as well as that of the firm|the mind of the spectator a more 
he works for and the product they |lasting impression than that of the 
manufacture. i 


welcome 


|written word. And when this sym- 

Why not put all the cards on the | bol is so conceived as to convey the 
table? ideas desired, through the inherent 
qualities that line and form contain, 
the moving force of such a symbol 
| precludes the possibility of any- 
thing but positive action. 

The Greeks realized the great 
significance of line and form and 


Symbols Appreciated 
PP inot only did they create great 


To the Editor: I cannot resist the ge 
| beauty, but they used it in such a 
opportunity to commend most}! : : 
; |way as to make their work emo- 
warmly the _ intelligent comments | . By 


made by Mr. Milton Goodman of | tionally compelling. 
the Lawrence C. Gumbinner 
Agency, as quoted by ADVERTISING | 
| AGE in its issue of April 15. 

It is gratifying to see that in this 
‘country the value of the symbol in 
|advertising is being appreciated. 
By a singular coincidence, several 
months ago, before I left Paris, 
| where I have made my home for 


J. FRANK Durry, 
Rochester, N. Y. 


a 


Artist Pleased to See 


he will be made to feel that which 
is desired. 

I feel that the serious 
should—and, I hope, will—when he 


intelligent enough to 


the past 20 years, several friends Pee 
, : “- symbol in advertising. 
iof mine in the advertising com- ™ 


Nat SMOLIN, 
New York. 


several artists, 
attended and 


munity, as well as 
at a luncheon that I 


How Prize Was Won 


what seemed | 


applying 
lthese ideas the spectator will not |the top. 
|only be moved by what he sees, but | 


possesses the requisite ability, put | brands of cigarets . . 
|his talents at the disposal of those facsimiles—the New York sales tax 
appreciate and state sales tax labels conspicu- 
and understand the value of the |ously placed on the box. 


— 


— 


To the Editor: For the secong 
consecutive year we have won the 
| grand prize at the Mad Arts bal]— 
\for kidding the ads. This year we 
ribbed the Chesterfield people ang 
|the New York sales tax, portraying 
|these costumes with three of our 
i|most attractive artists and Car] 
Apfel. 

The girls (Regina Swartz, Flor- 
ence Essl and Laura King) wore 
|costumes ribbing the slogans “\Mil- 
der to Wilder”’—the pliofilm cos- 
tume being that of tobacco leaves: 
“Cooler to Hotter’—in red plio- 
film, showing the cigaret in its 
'making; “They Satisfy’—in blue 
|pliofilm, showing the cigaret in its 
| completed stage with an exact re- 
|production of the Chesterfield box 
and three cigarets coming out at 


Handcuffed to the finished pack- 
lage was Mr. Apfel, Jr., wearing a 
black pliofilm outfit—displaying the 


artist |cigaret box in black pliofilm cov- 


jered with packages of the various 
. and in large 


HAROLD APFEL, 


Fashion Art Specialist, New 
York. 


VUL;URERLEBER 


| 
| 


THE SEAL OF LITHOGRAPHIC MERIT | 
DEIN 00 ANE ee Tl 


-LITHOGRA 


In 


DETROIT + PITTSBURGH + SAN FRANCISCO + CHICAGO 


+ LOS ANGELES + NEW YORK 
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INSU RANCE WEEK 


in connection with consumer goods 
were highlighted by another color 


|projects as the $200,000 color style |of infra-red radiation, with the re- 


| 


| book prepared by Sherwin-Williams | sult that the retinas of their eyes | 


Examination of the eyes of a 


tinguished by the fact that there is 
an abundance of ultra-violet radia- 


trum; a blonde type prefers greens 


in New England, while brown and 


red were featured in Pennsylvania. 


" Company (ADVERTISING AGE, March have a pigmentation called “red-/jtion, reflected blue light from the |The results bore out the wisdom of 
11). | sightedness. sky. Their eyes build up resistance | these selections, he said. 
The intricacies of color selection Varied Coler Resistances to the opposite ends of the spec- | —— 


Names Ayer in Brazil 


‘ - , so and blues, which is certainly true of : ais ate , 
consultant, Faber Birren, who ad-| Spaniard reveals surprising color Seoceatiaceath ag ia wee hata N. W. Ayer & Son’s San Paulo of- 
vanced an interesting analysis of|differences from those of a Nor- — pratt ane The Sngusn fice has been appointed to handle 
sectional preferences in different wegian or an Eskimo, Mr. Birren Confirmation of this theory was advertising of “A Sul America” food 


parts of the United States. Asked 
why these variations exist, Mr. Bir- 
ren recalled the explanation offered 
by a German psychologist named 
Jaensch. 

The latter held that color pref- 
erences owe their origin to biolog- 
ical conditions in the human race. 
Brunettes—technically, people who 
have been born and bred for gen- 
erations in tropical climates—have 


said. “It may be that the super- 
abundance of infra-red radiation, 
ithe building up in the human eye 
|of a resistance to red light, may ac- 
count for the fact that brunettes by 
type prefer red. All over the world, 
wherever people live in tropical 
realms red is the preferred color. 
“Conversely, people who live in 
Northern regions have what is 
called ‘greensightedness’ on their 


voiced by Mr. Rahr, who cited mar- | 
ket tests to prove the point. On the | 
basis of a three-year tabulation in 
the shingle industry, he declared it 
was a certainty that English or 
Irish names would buy blues, 
greys, greens and blacks for their | 
roofs—cold colors. Names that ap-| 
peared Germanic would usually | 
buy reds, browns and oranges. 


products for C. de Castro Ribeiro 
in Brazil. Newspapers, car cards 
and radio will be used for the line 
of 55 products. 


‘Fanwood Names Tracy 


Fanwood 
Company, 


Realty & 
Inc., Westfield, 


Development 
N. J., 


jowner of Colonial Homes in West- 


field, has placed its account with 
W. I. Tracy, Inc., New York. News- 


On the basis of these findings] papers and outdoor advertising will 


green was the chief color pushed } be used. 
Color Preference 


AND SPEAKING OF HGR ES 
ls Due to Climate, - 


Experts Declare fi 


New York, April 23.—If the pre- | 
jictions of leading color consultants 
here are borne out, the steady ex- 

ynsion of Technicolor motion pic- | 
ture production will bring in its | 

ike important merchandising 
during the next two or 
three years, With the revolution ex- 
tending from consumer buying 

ibits to retail selling practices. 

This glimpse into the future was 
ummarized before the _ printing 
ind advertising clinic sponsored by 
the General Printing Ink Corpora- 
tion, by Frederic H. Rahr, color 
pecialist, who asserted: 

“There probably has never been 
turned loose on the world any single 
isual influence as_ far-reaching 
ind as upsetting in the general re- 
tail experience of this country or 

ny other country. 

‘People are going to see in Tech- 


been influenced by the abundance/retinas. Northern regions are dis- 


WATIONAL FRATERNAL LIFE INSURANCE WEEK 
may s : 


ay 


This poster sets the theme for “National 

Fraternal Life Insurance Week,"’ May 

\2-18, sponsored by fraternal life com- 
panies. 


*« 
‘ey, 


hnanges 


BEVERLY GROSS 
Portland's “Miss Streamline 


1940 Golden Gate Exposition 


nicolor many homes, automobiles, 
lothes—all of the dramatic situa- 
tions and surroundings in colors 


vhich will certainly be better or- 
ganized than they have ever seen 
them in the past, and people who 
have never seen a dramatic situa- ~ 


tion or a dramatic presentation— 
| | r \ a 


ountry people who have never seen 

the theaters we are so used to see- 

ng—are going to see color in every 

| sit of their entertainment. 

Will All Seem Dull ™~ 
They are going back to the farm 

OREGONIAN daily circula- 
tion has climbed steadily, from 
92,458 as of September, 1933, 
to its present, all-time high of 
132,026 — entirely without 


benefit of premiums, contests 


era: . ~~, Ay 
ind take a look at the kitchen or as 
the bathroom, bedroom or living 
room, and it is certainly going to | 


00k relatively dull. It can’t help 
looking dull. The contrast is going 
be forced on them.” 
Other contributing factors to the 
expected surge of color demand, 
Mr. Rahr said, are such ambitious 


that the other Portland paper, 
THE JOURNAL, bought out an 
afternoon competitor, acquiring 


54,000 “consolidation” circu- 


lation. Yet, in spite of this ‘‘shot- 
in-the-arm”...the difference 
or paid solicitors. By the fall 
of 1939 this natural ‘reader 
demand” had placed THE 


OREGONIAN so far ahead, 


in the daily circulation of 
THE OREGONIAN and THE 


JOURNAL is now less than 
ten thousand. Ask yourself... 


63,776 


SUNDAY 


Which is better for your business ...a newspaper which buys 


its circulation ...or a circulation which buys its newspaper? 


“OREGONIAN 


THE GREAT NEWSPAPER OF THE WEST - PORTLAND, OREGON 


PAUL BLOCK & ASSOCIATES . . . new york, CHICAGO, BOSTON, DETROIT, PHILADELPHIA, CINCINNATI, SAN FRANCISCO, LOS ANGELES, SEATTLE * 


KAUFMANN &@ FABRY CO. 
CIT 


TELEPHONE 


National Representatives: 


*" HARRISON 3135 


i ae pee pe Ri et i SE, OR ie ee: isk ase 8 GE BON Sta 5. ot Tapa. fe ers At acs, 
s 7 : ¢ oe 7 : 7 a or. é in Pe! vv re 7 as ee r i mae et aed pps F y i ; = 
s a * ig 
j 3 eS; 
——" $$$ _ — _ = 
po re hee a ag 
/ 5 r ete i 
§ : b.. “4 ki 
0 ae wer. _. . 
Ri t : ? oe 
’ - : ic 
of / I | bes 
2 = 5, in | | ald - 
4 os : - 
£ me , +» ; 
4 ee be ; ‘ 
a sf | | 
a ' 
a et 
. ¥ 
\ Ue : E 
Haas Pes. } 
g ‘ | a ‘a 
ae Se ee ear 
7 - 
\ 4 . 
. : 
» - 7 
; i a 
—_ % * @« «64 
or, q a i 
-, i Pe . 
: ” . Faget 
Pa ., 
4 \ 4 , i 
r é \ ‘ : us all : 5 
oS a saa = —_ 
bo sae 
, aa. a oe ‘ 
: se ae. 2 
q an <3 5 ae 
. . 3 3 : ae: é Pat “ ’ y a 4 
wa ‘Apes _— ee 
nm a ks o fiapilet = ¥ a a fics, 
7 _ fi i fs 
> “ ; Se Les 4 a 
— cee: fe Ln. es 4 
- -" Soke te. 3 woh ‘ bs tie 7 a : ; - er 
_— i 4 . Bh ~ a. = dd 
Zz Tit MSS | «adh 
ws ’ - : . “re, ” ‘a a 5 
33 # > t : ' Mean a5 th ™ 4; en we 
' — 4 r . ‘ f/ : rag a 
P 4 / a } . Be & 
" ce ce v ini 7 had 
é, 4 
nn *? 
: i 
———  < « by. 
me f 
tg 
ui * 
0, 
ee ac 
‘a 
5 iad 
j c bie 
: . l a 
: : : 
, ; 4 eas ee 33 2 a 
<<. = 
| Fa. 
z oo 
(06 r 
pho! . 
os oaa® - | ore Sa Seeyei os ae eo ee ee eee FE sae sae ot a he f a oe ' 7 Paes 2 — F ane oe we ie ‘ 4 " a. a pr ei a at: oe tsa We: 
oy y- eo oe ? ie ne OS ie ee re Faket fae he: Sa Pie? bs Be ee et ts ae ae ie Pe ae ja bia Se PLEIN aie ie aie Stn nahi, ~ re 7) See ie a" = ‘deg 
# ad a Sg os peo e ide ye eee 3t | Seoeeeere if ay he RE ne PING a an co 5 


20 


me = Ca eee 
wh gtr i SAO 


ADVERTISING AGE 


April 29, 1949 


Points Way to 
Bigger Pay Checks 


for Industrials 
Brown Tells NIAA Not 


to Follow Glamor Boys 


of Consumer Field 


Chicago, 
bigger salaries for the 
advertising 
management 


industrial 
manager is to make 
dependent upon him 


for facts on which to project the | 


sales activities of the business. This 
was the advice given to more than 
200 industrial advertising men here 
last Friday at the Midwestern re- 
gional 
Industrial Advertisers Association 
by Lyndon O. Brown, assistant 
professor of marketing, Northwest- 
ern University, and director of 
marketing and research for Lord & 
Thomas, Chicago. 

The major difference between the 
industrial advertising manager and 
the manager of consumer goods 
advertising is that the latter has 
made advertising the spearhead of 
all marketing plans, while the for- 
mer is still trying to figure out how 
to sell management on the impor- 
tance of his work, he said. 

Mr. Brown’s subject, 
Industrial Advertising Manager Can 
Get Top Salary,” was based on the 
fact that a survey made a year ago 
revealed the salary among 
industrial advertising managers to 
be $2,400, whereas similar execu- 
tives in other fields get considerably 
more. “This may not be the true 
picture, but the available facts show 
there is something wrong in Den- 


average 


April 22.—The key to| 


conference of the National} 


“How the! 


Sven, 


During 1940 over 350,000 mothers 
of new babies will receive CON- 
GRATULATIONS as their hospital's 
gift. 


mark and we'd better find out 
what’s wrong with the job,” he de- 
clared. 


Has Two Strikes on Him 


“To begin with,’’ Mr. Brown as- 
serted, “the industrial advertising 
man has two strikes on him: (1) 
he hasn’t the big money to 
with, and (2) he 
reflected glory of his work as do 
the glamor boys of consumer adver- 
tising. Why shouldn’t the consumer 
boys be big shots when they have 
appropriations running into 
lions and can stage super-colossal 
| radio programs which would tickle 
lthe fancy of any big executive; can 
| spend $20,000 for a color page in 
la weekly magazine or $23,000 for a 
color spread, $11,500 for a back 
|cover, or $6,000 for a mere single 
| black and white? They deal in big 
| figures, so no wonder these glamor 
boys are up in the $15,000 bracket. 

“On the other hand, our poor 
struggling industrial ad man has to 


make an impression with a $2,800 | 


|back page in what is supposed to 
| be his de 
business executives, not to mention 
a mere $375 for a back page on a 
leading industrial paper in the steel 
‘field, or a $235 black-and-white 
page on the inside of a power mag- 
azine. There’s no glamor about 
those figures and just as soon as 
the industrial advertising man stops 
trying to imitate the glamor boys of 
the consumer field and turns to 
more constructive methods, the bet- 
ter for him.’ 


Conditions Changing 


Mr. Brown further pointed out 
that the reason the consumer adver- 
tising man gets a higher salary is 
because he sits in on the basic deci- 
sions of his company where his 
opinion is sought before marketing 
programs are formed or launched. 
This, he emphasized, is due mainly 
to the fact that in the consumer 
field advertising carries about 100 
per cent of the sales load and re- 
sults are 
whereas, in. the industrial 
about one to five per 
business may be 
advertising 

“But times are 


field 
cent of the 
traced back to the 


changing,” he 


play | 
can’t bask in the | 


mil- | 


luxe medium for reaching | 


credited to it accordingly; | 


DEDICATE NEW STUDIOS IN TUCSON 


Don E. Gilman, West Coast NBC vice-president; R. B. Williams, general manager 


Garrett Heads 


Program Board 
for AFA Meet 


New York, April 24.—Pau! G; 
rett, director of public relation: 
General Motors Corporatior 
been named chairman of the pro. 
gram committee for the 36th ann) 
convention and exposition of }{ 
Advertising Federation of Am: 
to be held at Hotel Sherman, (hj. 
cago, June 23-27. He is a direct 
of the federation and members ¢o; 
the board of directors will ma 
his committee. 

Elon G. Borton, advertising r 
tor, LaSalle Extension Universit, 
and president, Chicago Federsteg 
Advertising Club, is genera! cop- 
vention chairman. Mason Brittor 
vice-chairman of the board of \ 
Graw-Hill Publishing Con 


——, 


: : New York, and chairman ot th 
of Arizona Broadcasting Company, and Gov. R. T. Jones of Arizona, stepped out ar on ; : , 
; : : A : tes? ‘ federation board, has been meeting 
into the April sunshine after helping at the official dedication of new studios of ; og : 
with Chicago committees, ong 
KVOA, Tucson. 
with Earle Pearson, fed i 
; Figs manager, planning for the conver 
continued. “Twenty-five years ago |tising and selling and promote it. | tion. 


|the problem in the 


was one of production, a 


of development, 


fecting. 
confronted 
effecting d 


mation, a 


make 
problems 
should have 


should make 


him for tl 


Mr. Bro 
tions for 


|position he 


1. Get 
| within the 
mate mea 
ideas, 
veys. 
) 


every poir 


|with the officers, 
find the connection between adver- 


advertising 
company; use any 
ns including new 


themes, or readership 


with the 


these facts, 


4 

wn offered five 
attaining the 
pointed out: 


2. Sell advertising personally 


industrial 


talked 


field 
problem 
a problem of per- 
Today management is being 
problem 
istribution at the 
possible cost 


lowest 
This places manage- 
ment in a position of needing infor- 
new kind of information 
it needs facts which will help it 
decisions on its marketing 
The advertising manage: 
and 
them so important 
management that they will come 
rem and ask his 
before making decisions on market- 
ing matters.” 


he 
to 
to 
advice 


sugees- 
desirable 


about 
legiti- 
copy 
sur- 


of 


at 
it, among the salesmen, 
to the directors 


a 
or 
a 


W KENTUCKIANA 


RETAIL 
SALES 


$452,440-000 
$516,679,000 | 


that every Sunday one out of every three families in the entire 


Kentuckiana area read 


OWNERS AND 
OPERATORS OF 


WHAS 


"BASIC CBS OUTLET 


BY THE 


BRANHAM 


. . and remember that every day you reach 95% of the homes in 


the market's metropolitan center, a city of more than 350,000, and 


Che Conrier-Zonrnal 
THE LOUISVILLE TIMES 


REPRESENTED NATIONALLY co. 


tes: é st publishes 
; : ea 7” _|the National Register Publishing 

1. How many customers pareected Company, is the 25th annivers. 
ones) have you been talking with? | number, the annual volume ha’ 

2. How many non-customers|been started in 1915. The ne 
have you talked with in the last! book lists more than 12,000 natior 
month? and sectional advertisers, their pe 

3. How many installations of |sonnel and agency affiliations 
‘your equipment or uses of your|, National Register’s Western of 


| 


7. How many dealers have you Carlson in the Philadelphia-B 
talked with? more - Washington area, has bee! 
8. What copy tests have you appointed manager of the distribu- 
made? tor division, succeeding Fred 
9. What readership tests have Anibal, who has been made rad 
you made? sales manager. 
“The big problem is inertia,” Mr. 
Brown asserted in closing. ‘Find | 
|some specific way to get out of the | 
' 


| corner. 


sales. 


out what the sales operation is and 
get over 


new interest of management is in president, 


ers Which are not reflected in sales- 
men’s reports. 
ested in 
them, 


3. Coordinate advertising and) Jj J. Hartigan, vice-presidep: 
, Campbell-Ewald Company, Detroit 
4. Get in on sales planning. Find |, director of the AFA, is chairmar 


some specific sales plan. | tee. 


, advert 
Pacific Lines 
Advertising Clu 
Honor Gre 
Gregory & Bolton 
and president, Wo: 
Advertising Club of Cleveland 
Everyone is inter- Kenneth Laird, Young & Ru 
opinion surveys—propose | cam executive and 
conduct them, and interpret js chairman 
committee. 


manager, Missouri 
and president, 
facts at every turn. The' st. Louis. and 


his biggest opportunity. 
5. Talk 


facts. Get the opinions of custom- Cleveland 


them. 


Suggests Catechism ——___——— 


Standard Advertising 
Register No. 25 Out 


1940 Standard Ad 
tising Register, just 


As a further approach to improv- 
ing the job, Mr. Brown advanced 
nine points on which the advertis- 


ing manager might audit his activi- The new 


in Chicago has moved to large 


materials have you checked? 
4. What are you doing to get | 
facts on potential markets? 
5. What trends to expanding 
markets have you uncovered? 
6. What sales analyses have you 
reported? 


Michigan avenue. 


Stromberg Names Hunt 
Clifford J. Hunt, for 12 


of the national attendance commit- 
Assisting him as vice-chair- 
Sales planning results in sales vol- men are Ray Maxwell 
ume and offers the advertising man , 


AFA dit ect 
of the entertainmen: 


quarters on the 33rd floor at 333 N 


sales representative for Stromberg- 


Take one thing and do it.} 
See how it works. Get the atten- 
tion of the boss by doing something 
| very specific; contribute something 
| to your company that is important. 
}One thing leads to another—the 
raise in pay comes after the fact 
and not before it.’ 


Hank the Meter Reader 
Says: 


WILDFOWL 
FLY NORTH 


in Spring. Eskimos always 


FOR BLIZZARD 


Sometimes it takes ftw 
looks to get the full 
meaning of a thing. It’s 
that way with Outdoors 
. 125.000 net 


-KMPC Memes “Reps” 


Station KMPC, Beverly 
Cal., has appointed Roger E. Ver- 
non as exclusive representative in 
New York and the Eastern territory 
while A. K. Bucholz will be the 
Chicago and Middle Western repre- 
sentative 


Now “Prison World” 


The Jail 


Hills, 


Magazine. 
Association Journal will] paid circulation guaran 
become the Prison World with the teed—but it’s the 
May-June issue. At the same time | 
the publication will become the offi- 
cial journal of the American Prison | 
Association as well us the National 
Jail Association 


Gets Uni-Slip 


David Goldman Company, Chi- ; “a 
Ad advertising than at ans 
cago, has been appointed advertis- , : 
ing counsel for Philip S. Bloom other time. \nd the 
Company, manufacturer of Uni- just what you want! 
Slip lingeri« P. S.: Rates are low 

Member A. B. C. 


second 
look that completes the 
picture: men reading 
Outdoors are following 
what's nearest and dear 
est to their hearts 
They're relaxed, attentive 


far more receptive to 


Television for Biow 
Television 


Watch Us Grow! 


OUTDOORS 


BOSTON - NEW YORK - CHICAGO 


studios and audition 
rooms are being installed by 
Biow Company, New York, and a 
creative department is being de- 
veloped in anticipation of the com- 
mercial use of television by adver- 
tisers. 
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April 29, 1940 


ADVERTISING AGE 


Robinson Asks 


tising? What does it cost to reach | would be devoted to readership. He| were read and what advertisements 
the right kind of customer in your | recommended that an independent | cbserved. 


|paper? What is the relation of|research firm be called in to inter- Says Costs Are Reasonable 


- sales volume to population in your view a cross section of both city 
Studies of area? What is the breakdown of and suburban population by fami-| Mr. Robinson declared that the 
0-0p your readers by income groups? lies. Among the things which |°°St of such a study, to be borne by 
|What is the breakdown of circula- | should be learned by such question- |@!! Publishers in each city, would 


4 ’ |tion by sections of the market? ing are the size of each family, its |"°* be out of line with present pro- 

Dal ies al ets What is the local market picture, economic level, age, occupation, |™®°tion expenditures. For a 500,000 

| including brand preferences, pay- | education and sex of each member. population city with from three to 

: 2 rolls, general business conditions, Having learned this background | ‘ive papers, the necessary 6,000 in- 

Urges Promotion Men etc.? What advertising success | information, interviewers should be |t¢rviews would cost less than $4 

to Present More Fac- stories have you to offer? What is asked if they read a newspaper on. Lappe wees Sree oe = 

. the personality of your paper? yesterday. If not, the interview | Pems¢ to each publisher to between 

tual Material What are the statistics for the | ends right there. If so, they should | $4,800 and $8,000, depending upon 
whole market including those which | be asked which one or ones, what |the number of papers. 

New York, April 23.— Specific, | are unfavorable? they read in each paper, how they He asserted that the people he 

ywn-to-earth recommendations on | The sample market study which obtained their copy, etc. Then the contacted in his investigation ex- 

newspapers can solve their|Mr. Robinson presented as a feas- interviewer would take each reader) pressed the viewpoint that selling 

tion problems were offered/ible plan to be adopted on a co-| through each paper read to find | newspapers as a medium is the first 

ere today by D. E. Robinson, gen-| operative basis in all major cities out what news stories and features | job, with selling a particular paper 

eral manager and director of re- 


second in importance. In that con- 
nection, he pointed out that he 
never heard a satisfactory answer 
to the question: “Why are news- 
papers the basic medium?” He 
declared that a concise answer to 
that question would be of distinct 
help to the whole field. 


Kern Appoints Korn 

John Kern & Son, Portland, Me., 
has named Louis Robert Korn 
Agency, Portland, to handle its ad- 
vertising for hams. Magazines will 


be used. 


Swansea Appoints 

Swansea Print Works, Inc., Swan- 
sea, Mass., has appointed Pettingell 
& Fenton, Inc., to handle its adver- 
tising for drapery fabrics. 


search, Federal Advertising Agency, 
5 a highlight of the 11th annual 
convention of the National News- 
yaper Promotion Association. 

Mr. Robinson reported results of 
, study he made among space buy- 
ers all over the country regarding 
the newspaper data they want. He 
described their reactions, both 
favorable and unfavorable, to work 

yw” being done, and wound up by 
fering a sample program for a co- 
perative readership survey in each 
iajot city to supply the type of 

formation which agencies and 
idvertisers are seeking. 

The speaker declared his investi- 
sation disclosed that much of the 
viased” and “special pleading” 
type of promotion is disappearing, 
that some papers are compiling 
elpful market data, and that quali- 
tative readership studies have been 

dertaken in some Cases. 


Commends Much Promotion 


He singled out for mention as 
nmendable newspaper promo- 
projects those conducted by 
Scripps-Howard Newspapers, Mil- 
‘aukee Journal, New York Times, 

New York World-Telegram and the 

if eadership project now being con- 
jucted by the Advertising Research 
Foundation for the ANPA Bureau | 

f Advertising. 

Mr. Robinson declared that much 
newspaper promotion deals with 
trivialities which are of little or od 
é nterest to advertisers and agencies. | 
The test of a good promotion piece, 
e said, is, “Will it be worn out 
before it is thrown out?” 

Much newspaper promotion was 
rmed too competitive. This type 

psychologically wrong, he said, 
because readers wonder about the 
ve ther side of the story and hence} ‘“»; 
‘end to discount claims made. 4S 

Continuing to pass along the criti- , 
isms he received in his investiga- Ay 
ton, Mr. Robinson remarked that \. 
—_ most promotion material is pre- Nh 
pared to sell a newspaper rather 
than serve advertisers. He sug- 
gested that the best type of selling |} 

s to offer something useful. 


Gives Specific Suggestions 


He stressed the importance of t 

eadership data and urged that} * Bs wh j Mi: 
romotion material answer such ay 
juestions as: Who reads your news- 
aper’ What do they read, in- 
uding both editorial and adver- | 


all reached by a single radio station—WOW. 


the Omaha market, vou want WOW. 


John Gillin, Jr... Myr... . J John Blair 


L } i ae Orbis! : 


Hich Embossed Thermo-plastic. 


Hand grained to simulate wood. Co.. Representatives es Owned and 


Operated by the Woodmen of the 


(tcated and Produced ty 


The K.6.8.G@man 


tt 
A coseeswact sTeread 
WIL WAUKEE WISCONSIN 


World Life Insurance Society .. . On 


the NBC Red Network .. . Write for 


RADIO STATION 


OMAHA, NEBR. 
5,000 Watts Day and Night on $90 KC Covers the Omaha Market 


Comprehensive Surveys and Maps. 


EVERY DAY 
MAY DAY! 


Is 


Every day 


Day when you have a big, six-state market with 876,000 


radio homes and nearly two billion dollars of annual spendable income, 


So get in the swing. 


| 
| Get your radio schedules set where they'll do the most vood, 


WOW provides more impacts, in more counties, with more spendable 
income, than any other medium in the Omaha market. If you want 


Let us prove it! 
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UNUSUAL ILLUSTRATIONS SHOW SHOE FEATURES 


“70-YEAR-OLD TURNS 
HANDSPRINGS 
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ITS A SECRET! 


Wolverine Shel! Bo. vehide Triple 
Tomning Process Thet Mokes Worlds 


1 Kaew Only te Wolverine Tanner: and 


Only 
WOLVERINE 
Shell 


Eye-catching illustrations, which ellow Wolverine Shoe & Tanning Corporation to 


show the bottoms of its work shoes and 


to illustrate the shoes’ special features, 


dominate that company's full pages in the farm press. 


Fight for Outlets 
Follows Shift 


Chicago, April 24.—A trade bat- 
tle royal has followed the recent 
change of price policy by Birds Eye 
frosted foods, with competitors 
making deep inroads on Birds Eye 
outlets, according to experts, who 
assert that the result of the change 
has been to alienate a large per- 
centage of independents in the Chi- 
cago area. 


Until recently, Birds Eye was a 
strong advocate of price stabili- 
zation, though it did not oper- 
ate under fair trade contracts. One 


clause in its contract provided that 
no retailer was to sell Birds Eye 
frozen foods at than 25 per 
cent above cost. The average cost 
of doing business is reported to be 
22 per cent. 


less 


Minimum Is Cut 


Under the new policy, Birds Eye 
has paved the way for wider fluctu- 


ations in prices by providing that 
retailers must add 10 per cent or 
more to their cost. Many of the 


chains are reported to be using 
Birds Eye as loss leaders under this 
new latitude, while independents 
are expressing their indignation by 
swinging to other brands, which 
have been extremely active in turn- 


While still in the hospital the new 
mother receives CONGRATULA- 
TIONS after it has been signed by 
her hospital superintendent and 
attending physician. 


| 


| 
in Birds Eye Policy 


ling the change of strategy to thei: 
‘own advantage. 

Chicago is probably the leading | 
frozen foods market of the country, | 
with no less than 11 manufacturers | 
This com- | 


vying for leadership. 
pares with five in New York and 


other markets. 
jported to be one of the brands 
which has forged to the front here 
lin the past month, adding outlets 
Birds Eye. 


formerly dedicated to 


Walker is another brand which is 
ladding new retailers aggressively 
lunder a program of limited price 


protection. 


G-E Announces Changes 
W. M. Stearns, manager of spe- 
cial contracts for the General Elec- 
tric Company, has been appointed 
manager of trade relations and 
special contracts, succeeding F. J. 
A. McKittrick, who will retire June 
1 after 44 years of service with the 
company. W. A. Sredenschek will 
be Mr. Stearns’ assistant. G. P. 
Vest succeeds Mr. Sredenschek as 


dent in charge of sales, also assum- 
ing charge of sales training and 
placement of technical graduates. 


Sec. 562 Club Elects 


John H. Sweet, vice-president, 
Poor’s Publishing Company, was 
elected chairman of the Sec. 562 
Club, Boston, succeeding Carleton 
W. Richardson, vice-president, 
United Business Service. The club 
is made up of representatives of 
Greater Boston mail order sellers. 
Other officers are Leonard J. Ray- 
mond, vice-chairman; Chester D. 
Phipps, re-elected treasurer; Miss 
Catherine Carew, secretary. 


Buchanan Moves 

| Buchanan & Co., Inc., Los An- 
| geles, has moved to the Auditorium 
'bldg., 427 W. Fifth street. 


about the same number in many | 
Dawn Fresh is re- | 


+ 


x 


_ radio - exclusive over ST. LOUIS KWK > 


liege Le owt, an 


an.) a 7 


oo 


assistant to E. O. Shreve, vice-presi- | 


Getting Personal 


Atlantic Refining Co.’s 70th anniversary will be celebrated in 
proper fashion at a dinner April 29. Among the speakers will be 
Atlantic prexy Robert H. Colley. Brooks Darlington, a. m., du- 
Pont’s nylon division, told the Fashion Group, Inc., all about the new 
hosiery of the future... 

F. Bourne Ruthrauff, Ruthrauff & Ryan executive and son of 
W. B. Ruthrauff, v.p., is looking forward to his wedding May 17... 
Walter B. Geoghegan, art director of Calkins & Holden and Art Di- 
rectors Club president, was the honor guest at a dinner of the Phila- 
delphia Art Directors Club... 

Thomas H. Jones, a. m., Kalak Water Co., is lucky to be alive 
today. He was a passenger on the Lake Shore Limited which was 
wrecked with the loss of 30 lives. He was pinned beneath the wreck- 
age with only one arm free, but was finally freed by rescuers and 
crawled to safety on his hands and knees on a ladder bridging a 
chasm. He suffered head cuts and body bruises, and lost his clothing, 
glasses and traveling bag... 

Stan Marsh, J. Walter Thompson Co. merchandising executive, 
is the father of a baby daughter, Barbara Duncan, born April 17. 
In Rochester on business at the time, he hurried to the hospital, but 
arrived two hours late for the 4 a. m. delivery. His wife, the former 
Dorothy Trumbull, was formerly with JWT. . . 

Spotted whiling away a rainy Sunday afternoon at a Broadway 
roller skating rink were two leaders of the liquor industry. W. W. 
Wachtel, president, Calvert Distillers Corp., and Martin Lefcort, 
president, Eastern Wine Corp., were the skaters. . . 

Robert H. Buggeln, in charge of travel advertising at Frank Kier- 
nan & Co., is in Canada making a study of tourist possibilities 
there. . . 

Gordon E. Cole, a. m., Cannon Mills, Inc., spoke before the As- 
sociated Printing Salesmen. Frank D. Schroth, Brooklyn Eagle 
publisher, was tendered a testimonial dinner at which Gov. A. Harry 
Moore of New Jersey was the principal speaker. .. A son, J. C. Wil- 
liams, Jr., is a new arrival at the home of the boss of J. C. Williams 
Co., outdoor advertising firm of Asbury Park, N. J... 

Sidney Garfield, Hirshon-Garfield prexy, gave the lowdown on 
the business to NYU lads and lassies. . . H. B. LeQuatte, the agency 
head, who just left the hospital, is convalescing in Bermuda. . 

Among those elected officers and directors of Army Ordnance 
Association, a national society of citizens pledged to industrial pre- 
paredness against war as our strongest guarantee of peace. were the 
following: Col. Crosby Field, v.p., Brillo Mfg. Co.: R. E. Gillmor, 
president, Sperry Gyroscope Co.; Col. Thomas F,. Brown, v.p., National 
Distillers Products Corp.; Charles J. Hardy, president, American Car 
& Foundry Co.; H. M. Tillinghast, president, R. Hoe & Co., and 
James R. White, president, Rickard & Co... 

Our “South of the Border’ department reports that Louis W. 
Munro, vice-president, Doremus & Co., Boston, has just returned to 
his office after an extensive trip through Mexico. . . And Carlos C. 
Nagel, account executive with J. W. Pepper, Inc., New York, has 
returned after making a business and trade survey in South 
America. . . 

Walther Buchen, president of Buchen Company, Chicago agency, 
and Mrs. Buchen are back from Tryon, N. C., where they had a 
family reunion. They were accompanied by their daughter, Eliza- 
beth, and joined at Tryon by their other daughter, Esther, and he: 
husband, Rene Blanc-Roos. . . 

Aug. 2 has been set for the wedding date of Homer Guck, one of 
Chicago’s representatives for Macintyre & Simpson and program 
chairman of the Chicago Junior Advertising Club, and Ada Hall. 
Their engagement has just been announced. . . 

Among those who have made speeches lately are: (1) Ray VirDen, 
vice-president, Lennen & Mitchell, who spoke on “Advertising” at 
the April dinner meeting of the Eastern New York Association of 
Credit Men, and (2) Dwight Marvin, editor of The Record News- 
papers, Troy, N. Y., who was the first speaker on the inaugural 
broadcast over Colonel Harry C. Wilder’s new station, WTRY. . . 

W. A. P. John, president, and Harvey Luce, vice-president, Mac- 
Manus, John & Adams, struck out in different directions to sit in on 
some of their No. 1 client Pontiac’s zone dealer meetings. John took 
in Detroit, Cleveland and Chicago in company with Pontiac’s Adman- 
ager W. J. Mougey and Assistant General Sales Manager Verne 
Murray. Luce flew to the West Coast to join Pontiac’s President 
Harry J. Klingler and General Sales Manager D. U. Bathrick at San 
Francisco and Los Angeles. . . 

If the apple blossoms at the 10th annual Apple Blossom Festival 
at Batavia, N. Y., May 17-18, seem to bloom a bit brighter this year 
than usual, you can credit it to the splendid promotion work of 
Howard Bloomfield, promotion manager of the Rochester Democrat 
and Chronicle. . . 

Kenny Clark, Chicago rep of the New York Sun, thinks the pair 
of cruise tickets which Grace Line has donated for A. F. A. conven- 
tion in Chicago ought to pull a lot of visitors to the exhibits. They 
will go to the lucky person who inspects all the exhibits and leaves 
his evidence of this fact in exactly the right place. 


The responsibility for promoting trade in Milwaukee has been 
officially laid in the lap of Harry G. Hoffman, president, Hoffman & 
York, Milwaukee, who has been made chairman of the trade promotion 
committee of the Association of Commerce. 

It was almost a totalitarian secret when Paul Patrick Kennedy. 
radio editor of the Cincinnati Post, and Miss Martha Combs, national 
publicity director of Kappa Kappa Gamma and former Denver news- 
paperwoman, were married the other day at the Seventh Presbyterian 
church, Cincinnati. 

Theodore 8S. Fettinger, who recently celebrated his 75th birthday 
by putting in a full day as president of the United Advertising Agency, 
Newark, N. J., is declared by the American Newspaper Publishers 
Association to be “the oldest man actively engaged today in the adver- 
tising agency business, and has been continuously active in the 
business longer than any man living.” He started in Newark in 1894. 
establishing his own agency in 1913... . 

Alec Templeton, the blind pianist, entertained Walter Wade. Wade 
Advertising Agency, and Mrs. Wade in Hollywood recently where 
some of the programs sponsored by Miles Laboratories for Alka Selizer 
were broadcast. The Wade agency handles the show. . . 

John Howell, Cleveland manager of Fortune, and Chuck Husting, 
Young and Rubicam, Chicago, and their wives have been golfing, 
sunning themselves and the like at Pass Christian. Miss. . . 

John P. Young, advertising manager, Armstrong Cork Co npany, 
Lancaster, Pa., revisited scenes he knew 20 years ago while serving a 
hitch in the U. S. Marines, when he and L. B. Herr, Jr., Lancaster 
bookseller, recently went on a camping trip over 200 miles into the 
interior of Oriente Province, Cuba. . . 
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Eight Women 
Make Good as 
Car Salesmen 


Chicago, April 24.—Thougi: t), 
entire automotive industry has sy¢- 
denly recognized the feminings 
fluence in car buying wit! n 
paigns devoted to this segment o; 
the market, Felz Motor Sales 
local Dodge and Plymouth dea) 
has gone one step farther by em. 
ploying eight saleswomen. Further. 
more, after a brief test of the ney 
sales staff, Henry Felz, presiden; 
and his sales executives profess e 
thusiasm over their work. 

Felz Motor Sales, Inc., inserted 
small classified advertisem« 
the Chicago Tribune and 
swamped by 240 replies of womer 
who believed they could sel! moto; 
cars. The company invited 125 1 
call and from this number culle 
eight, in spite of its original inten. 
tion to use only five, since six ~.\es. 
men are already on the job. 


Hired Without Formula 


One requirement was that 
women know how to drive a car 
so that they could give demo: 


tions. Beyond this, no stipulatior 
were laid down. One of the ney 
saleswomen is a widow who ha 
never worked. One or two hav 
sales experience, but the ma)jorit) 


have not. All are reasonably we! 
educated, have poise and are cap- 
able of meeting any member oj 
their own sex on equal terms. Som 
have valuable social and club cor 
nections. 

Felz has presented the new mem- 


bers of the sales organizatio: 
prospective car buyers in ney 
paper copy, using their pictures 


rected a _ considerable 
business to the company The 
management is enthusiastic on othe 
scores, however, asserting that 


nestness which few of thei 


competitors exhibit. 


FCC Demands Hearing 


Transfer of control of Stat 
WAGA, Atlanta, from Norman K 
Winston to James M. Cox, Jr., wi 
recently purchased the = Atlant 
Journal, will not be authorized | 
mission without a hearing. Winstor 
The 


stock for $100,000. Journa 


owns the remainder. 


This advertising apparently has d- 
volume of 


women shine in willingness to put 
in hard work, displaying an ear- 


the Federal Communications Com- 


wants to sell his 60 per cent of th: 


A SHOT IN THE ARM 


for tired Advertising 


IG advertisers who fill 2/3 of a 


| with alluring femininity are not 
.. A pretty girl guarantees 100 
tention... and the loveliest faces 
are yours in EYE*CATCHERS «+ 
» és Why not learn all about this New —_ 
| of the Advertising World . 100 new sud 
monthly only $5... . Free proofs on reu™ 
. « » No obligations. 


| EVE*CATCHERS, Inc.—it£ #e® new to 
ee ee 
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Independent Stores Eynort Advertisers 
to Join Chains in ; a. 
Pennsylvania Days Discuss Radio in 
Pittsburgh, April 23——From now . 
yn independent as well as chain S th A 
ores will unite in observance of ou merica 
“Pennsylvania Days” when an in- 
tensive effort will be made to sell * 4° . 
products of Pennsylvania farms and Christie Elected Pres 
factories to the state’s 10,000,000 ident of Group at An- 
consumers. | M ti 
Expansion of the “Pennsylvania nua ee Ing 
Days” plan is the result of the suc- ae : , 
cess with which it was inaugurated | __ New York, April 24.—Peter S. | 
in March, 1939, when it is estimated | Christie, R. B. Davis Sales Com- 
that stores stocked up with $20,000- |pany, was elected president of the} 
000 worth of products of Pennsyl- Export Advertising Association at 
vania farms and factories. the annual meeting here today. He 
"Plans also have been made for|Succeeds S. F. Woodell, Packard 
participation by Pennsylvania in Na- Motors Export Corporation. 
tional Cotton Week beginning May J. J. Clarey, Jr., Bristol-Myers 
17 and National Milk Week in June. |CO™Mpany, was elected vice-presi- 
The slogan, “What Helps Cotton dent. Walter R. Bickford, Export 
Helps Pennsylvania,” has been Trade & Shipper, was re-elected 
adopted because it is estimated that secretary, and J. B. Powers, Joshua 
100,000 Pennsylvania workers are B. Powers, Inc., was re-elected 
employed in cotton manufacturing treasurer. Directors are George r. 
industries. |Reinberg, White Laboratories, Inc., 
,and Earl T. Russell, National Ex- 
|port Advertising Service. 
R. S. Peare Succeeds | Speakers at today’s meeting were | 
Lang at G-E \L. P. Yandell, director of interna- 
Robert S. Peare, president and tional commercial broadcasting for 
general manager of Maqua Com-|the National Broadcasting Com- 
pany, printing and engraving com-|P@?y, and A. M. Martinez, head of 


pany affiliated with General Elec-|the radio department of Melchor 
tric in Schenectady, has been|Guzman Company. 

named manager of the publicity Mr. Yandell told of NBC’s three- 
department of General Electric 


year experience with short wave 
broadcasting. Almost $750,000 has 
been spent in building up a short 
company. wave audience since 1937, he said. 
In his new position Mr. Peare | That this effort has been successful 
will also serve as manager of broad- | is evidenced by the receipt of 40,- | 
casting for the company, supervis- | 000 letters during 1939. 
ing operations at WGY, Schenec- : , 
tole: KGO, Oakland: KOA, Denver: 3,500,000 Radios in L. A. 
the international broadcasting sta- NBC estimates the number of 
tions, WGEO, WGEA and KGEI, | sets in Latin America at 3,500,000, 
and frequency modulation station over 2,000,000 of which are 


W2XOY and 7 2 

W2XB. equipped to receive short wave 
| programs originating in New York. 

|The first commercial short wave 

broadcast of a news event since the 


Company. He succeeds Chester H. 
Lang, who has been advanced to 
manager of apparatus sales for the 


television _ station | 


Evans Products Opens 


Campaign in May Federal Communications Commis- 

Evans Products Company, De- sion amended its rule to permit 
. - « J, = 

naces, will launch a campaign in|Louis-Godoy heavyweight cham- 


May which will be directed both to 
consumers and the trade. Business 
paper and direct mail programs will 
start in May, continuing through | 
August. Business papers will carry 


pionship fight, which was sponsored 
by Standard Oil Company of New 
Jersey. Besides the NBC broadcast, 
130 Latin American outlets picked 
Evans copy to the electrical ap- up and transmitted the program. 
pliance, hardware and furniture |4S_ @ result, NBC alone received 
fields. Farm publications, news- | 24,000 letters, Mr. Yandell said. 
papers and spot radio will be used| He pointed out NBC is offering 
to carry the campaign to consum-|short wave time to advertisers as a 
ers, beginning in early fall and|supplement and not a replacement 
continuing through the winter. tor other media. The network feels 
1 erg elie “sShaben tis | that the development of short wave 
the Evans company. radio as an advertising medium will 
pitt ce x result in increased advertising 
. revenue for all media in the Latin 
Fruehauf Appoints Struble American market. This has already 
A. L. Struble, who has been as-|peen demonstrated in one case 
Treler yp my OF a when a sponsor spent more for tie- 
past year, has been advanced to | UP advertising than for the pro- 
general sales manager. gram itself, he said. 
: Mr. Martinez discussed the local 
York Harbor to Advertise stations in Latin America, some 500 
York Harbor, Me., has voted an se = ies — negro —- 
appropriation of $1,500 for adver- y and Argentine. More than 200 
tising its advantages as a summer of these broadcast both short wave 
resort. and long wave programs. In sev- 
eral countries, these local stations 


| editor 


have been banded together in reg- 
ular networks. 

The most serious problem con- 
cerning the local stations in Latin | 
America, he said, is rate cutting. 
Near the close of the meeting, the 
association voted to appoint a com- 
mittee to study the whole Latin | 
|American radio problem with par- 
| ticular reference to the rate-cutting 
practices referred to by Mr. Mar- 
tinez 


Barn Dance Celebrates 

The National Barn Dance, which 
claims to be the oldest continuous 
program on the air, celebrated its 
16th anniversary April 20 over | 
WLS, Chicago, at the Eighth Street | 
theater, where the program origi- | 
nates 


' 


ANA Admits U. S. Gypsum 


| 

United States Gypsum Company, | 
Chicago, has been elected to mem- | 
bership in the Association of Na- 
tional Advertisers. Marland S. Wolf, 
manager of advertising and sales | 
— will represent the com- 
pany. 


C8S.$00008Y 1000 MIGHT CALL ANY EDWARD PETRY OFFICE 


Dewey Long (center), manager of WSAI, Cincinnati, gets the silver placque 
representing the first prize in the recently conducted Canada Dry promotional 


contest from Roy W. Moore, Canada Dry president. J. M. Mathes (left), presi- 
dent of the Canada Dry agency, beams approvingly. 


Joins Austin & Spector 


Leonard M. Leonard, continuity 
for the past two years of 
Station WOR, Newark, has resigned 
to join Austin & Spector Company, 
New York, effective May 
supervise radio continuity and pro- 
duction. 


Spalding Appoints 

A. G. Spalding & Bros., Inc., Chi- 
copee, Mass., has appointed Ferry- 
Hanly Co., New York, to direct ad- 
vertising for its new Double-Dot 


the company’s general sports equip- 
ment in trade publications. 


1. He will | golf ball in national magazines and 


Thorkildsen Heads 
Florida Committee 

W. E. Thorkildsen, all-Florida 
editor, Miami Herald, has been 
named chairman of a committee of 
the Florida Association of Publicity 
| Directors to organize a state bureau 
of advertising and publicity. Assist- 
ing him will be MacDonald Bryan, 
building and travel editor, Florida 
Times-Union, Jacksonville; Milton 
Bacon, Jr., Marine Studios, St. 
Augustine; Milton Martin, Silver 
Springs, FAPD president; Burnett 
Neal, secretary, St. Petersburg 
Chamber of Commerce, and John 
W. Dillon, secretary, St. Augustine 
and St. Johns County Chamber of 
Commerce. 

The plan is to incorporate an 
jadvertising and publicity bureau 
for Florida entirely free of politics 
and supported by industrial and 
business men of the state. Several 
thousand dollars has been pledged 
for the work. 


a 

'G-E Appoints Gidley 

_ J. G. Gidley has been made man- 
lager of sales, Schenectady section, 
turbine division, General Electric 
|Company, succeeding R. S. Neblett. 


Loss Joins “Parents’ ” 

Gorman Loss, formerly’ with 
Macfadden Publications, Inc., New 
York, has been appointed assistant 
promotion manager of Parents’ 
| Magazine. 


olangesl Sacrease 


The fact that Michigan showed an 
81% increase in income tax returns 
this year—the NUMBER ONE IN- 
CREASE of any state in the U. S.—is 
of particular significance to advertisers 


in the Detroit market. For the Detroit 
trading area, alone, accounts for 65% 
of the total income tax returns of 
Michigan. And the Detroit Trading 
Area can be covered adequately with 


Let The 


ONE newspaper—The 
has 95% of its total weekday and 83% 
of its total Sunday circulation concen- 
trated in this area! 


News—which 


News deliver your sales 


messages to the most able-to-buy homes 
in the greatest industrial market in the 
world—the Detroit market! The News 
has the largest city and trading area 
circulation of any Detroit Newspaper— 
79.7% Home Delivered! 


THE DETROIT 


THE HOME NEWSPAP 
Rew York: 1. A. KLEIN, Tee. ° 


NEWS 


Chicage: JE. Aut? 
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Nielsen Pushing 


British Operations 


A. C. Nielsen Company, Chicago, 
announced that its London office is 
carrying on aggressive operations 
despite the war. While there was 
some cessation of activity around 
the first of the year, advertisers 
asked the company to continue its 
food and drug indexes’ without 
change. 

Edward Scriven and Dr. Edward 
Lloyd are in charge of the London 
office 


Adds Ralph Campagna 


Ralph Campagna, formerly with | 
the advertising department of the | American | 
|}build an industrial protective 
jament capable 
Advertising, New York, as an ac-|competition 
j}abroad following the 


New York Herald Tribune, has 
joined O. W. McKennee Company, 


count executive. 


Dodge Moves to Mart 


F. W. Dodge Corporation, pub- 
lisher of real estate, architectural 
and construction papers, has moved 
its Chicago offices to the Merchan- 
dise Mart. 


Kling Adds Two 

Frederic Mizen, Chicago free 
lance artist for 15 years, and Her- 
bert Helding, photographic color 


retouching specialist with Nelson- | 
Wells-Tiedman Co. for 12 years, ve ars has created | a 17 billion dolla ir 


have joined Kling Studios, Chicago. 


Prepare for Foreign 
Trade Battle Now, 
Van Deventer Urges 


Industrial Obsolescence 
The only way | 


present Euro- 
|W ith mac hine ry 
*, editor and president, 
, told the luncheon session 
Midwest regional conference 
Association here 
emphasized that 


under-buying of capital equipment 
|in this country during the 


\is right in our back yard. And it is| World production efficiency. This, 


A fot ef 


TALENT TO ORIGINATE 
| 


| Van Deventer set the shrinkage in West Trenton, N. J., is introducing 


NUMBER EIGHT... of a series - ENGRAVINGS 


When you're in the market for color engravings, 
you're looking for more than just metal. You want 
plates that have a true affinity for the job they’ve 
got to do... and the paper they're going to be 
used on. They’ve got to truthfully carry your mes- 
sage... to have values and contrasts, snap and 
ginger. ¢ We know! As color printers of quality, our 
engraving department must be better than the con- 
ventional. It must key its tempo and standards to 
high levels of printing production. Nothing less 
would satisfy our increasing list of nationally known 
advertisers. ¢ Naturally, we pride ourselves on the 
ability to do a complete job—from idea to delivery. 
But—if yours is a problem of plates, our seasoned 


personnel is at your disposal every hour of the day. 


i\ 
SKILL TO PRODUCE 
1 \ 


INDUSTRIAL ADVERTISERS HOLD ALL-DAY SESSION 


A group of speakers and clinic leaders in action at the all-day regional conference of the National Industrial Advertisers 

Association held in Chicago April 19: Spencer W. Curtiss, Spencer W. Curtiss, Inc., Indianapolis; John H. Van Devente, 

president, The Iron Age, New York; Harry Neal Baum, Fairbanks, Morse & Co., Chicago; Charles McDonough, Combus. 
tion Engineering Company, New York, president, NIAA, and Lyndon O. Brown, Lord & Thomas, Chicago. 


ings which can be tapped only by | tariff walls and breakwaters, and 


super sales promotion. , through the interstices of our re- Sitroux Expands 
“This present condition of over-|ciprocal trade treaties.” Pp 
romotion tor 


savings,” Mr. Van Deventer pointed Hew to Selve Problem 
out, “is a crucial one for our entire 


business and industrial structure, The salvation of the situation, Tissue, Creams 

but it is particularly crucial for the | according to Mr. Van Deventer, ’ is | New York, April 24.—Following 
capital goods industry and for us not through impracticable isolation, 
who are merchandisers in and to | but rather in the traditional Ameri- 
that industry It is particularly | can way of exercising Ingenuity | magazine campaign for its fa 
important to us because the log-jam and equipping industries to main- icreams and tissues and plans fur- 
lof over-savings and under-buying tain their advanced position § in| they additions to both newspape 


and magazine schedules in the 


'a substantial increase in sales, Sit- 
roux Company has expanded the 


up to us to break it.” the speaker concluded, calls for the |mer and fall. 
application of super-sales promo-| while “Call Me Sit-True” 
How Jobs Are Lost tion and super-salesmanship to tap | peen the copy theme for the com- 


During the seven pre-depression the 17 billion dollars of idle funds 
years, 1923 to 1929 inclusive, the|Which can make this possible. 
“What a responsibility this puts on 


pany’s tissues, the recent addit 

of Twin Beauty creams to the Sit- 
speaker said, American corpora- - True line has resulted in a ch 
tions expended approximately 50) “5; ° matter what our position O ito “Call for Sit-True” as 
billion dollars from their own sav- | CU" work may be, to continually 
ings and from the savings of the | St™ve to do that work a little bet- 


a COpy 
theme for both products. An in- 
, teresting sidelight on the effective- 
investing public for additions to|*te™, net alone for our personal ad-| ness of this copy is provided 
plants, equipment and inventory vancement, but for the advance- 
During the seven post-depression |™€Mt of our pene and Our’ many customers for tissues | 
years immediately following, 1930-|©°UtY as well! asked for “Call Me Sit-True.” 
1936 inclusive, American corpora- | teneSE ; Magazine copy will continue 
— = approximately 20 Luscombe Introducing offer a = a of the new 
yillion for these same items, or a 30 . creams. iis offer was initiated i: 
billion shortage in purchases. Pro- New Airplane February and has resulted in 
jecting this through to 1939, Mr. | Luscombe Airplane Corporation, | distribution of more than 


reports from dealers who claim that 


a 
: lion samples. 

its ow “Silveraire” ode i , , 
“4 aw Sil = ye = del light On the magazine list, which 
last 10 years at 36 billi pa “beets plane with the slogan, “Modern as , weneed in the fall. ave ¥ 
as years a « 1 ion oOlars, Tomorrow,” in color pages in four | ai ahah , in 1€ pty are iW- 
and translating this into jobs, on| aviation magazines in May and a/Ccett Women’s Group, Good House- 
the basis of an investment of $6,000! cover in colors in July Popular keeping, Ideal Woman’s’§ Group 


capital goods investment during the 


\for tools and equipment to put one | Aviation. Advertisements also will | Ladies’ Home Journal, Macfadden’s 


man to work in the manufacturing | appear in Esquire beginning with|Women’s Group, Modern Mag 
industries, he accounted for the | June. zines, Photoplay, Screen Guide 
lack of six million jobs in the James A. Wales, Jr., is advertis- | sereenland, Silver Screen, Song 
mechanized capital goods industries | Se ee Hits and True Story. 
due to under-investment. | pany, Inc. New Yak. . | The newspaper list, to which 
“And since one man _ going to| : = newspapers in as many major m 
work in the capital goods “ietnctey | kets will be added in the summ 
means at least one more additional Rhodes Re-Elected consists at present of the New Yor! 
job in the service occupations, this | Kent Rhodes, Fortune, has been | Mirror and News and the Christia 
shortage of investment more than | re-elected president of the Associa- | Science Monitor. 
accounts for our total unemploy- | Uon of Publication — Production | Franklin Bruck Advertising Cor- 
ment,” he pointed out. The way to} ee ee aneeee aarenee! poration has the account 
break this log-jam, the speaker 


Hueston, Curtis Publishing Com- 
advised, is through super-salesman- | Russell T. Douglas, Robbins Pub- 


pany, was elected treasurer, and | 


ship lishing Company, secretary Perfume to Weill 
Fierce Competition Likely 7 | Macleves’ Personalized Perfum 
. , Appoint Sweeney New York, has appointed Norman 
Looking to the near future and the Rate Bt Means o B Weill, New York, to handle its ac- 
predicament that American indus- egg lings Racers Beer peare LB nly 


j;count. A spot radio test campaign 


ton, has been appointed advertis- : 
iy ay fi itself 7 ace , 7 ; *~|is being used to promote the pro- 
try may find itself in if peace ing representative by the following g I I 


should come in Europe within the | Massachusetts newspapers: Marl- Gurs, pueneme aneeee ct lit 
next six months or a year, Mr. Van|boro Enterprise, Hudson Daily Sun pe ar — to a persona! 
Deventer sketched a _ picture far| Bedford Enterprise, Maynard Enter- yo! ae 
different from that at the end of|prise, Acton Enterprise and Sud- 
the first world war. Today Europe's | 0UTy Enterprise 
manufacturing plants are filled with a 
the latest type high production | Appoints Lee-Stockman 
machinery, most of it made _ in International Boiler Works Com- 
America, and most of it in the| pany, Inc., East Stroudsburg, Pa., 
prime of condition at the moment.| maker of steel water-tube heating 
No longer are these nations merely | and power boilers, has appointed 
schooled in  small-lot production | Lee-Stockman, Inc., New York, to 
and the skills of handiwork. but|handle its advertising Business 
they now are masters of mass pro-| P@Pers and direct mail are being 
. used W. Arthur Lee is account 
executive. 


duction. Once their war operations 
are completed, these production 
jplants can start to compete for 
world trade on an efficiency level 


far higher than in the average 
plant in this country due to the AY 
continuing obsolescence of produc- NAL 


tion equipment, he said 
“Now,” the speaker emphasized, HARRY H. COSTELLO 
“if you combine this tremendous é , 
surplus of efficient production ca- Publishers’ Consultant 
pacity abroad with the distress Providing a confidential creative and advisory service to 
labor rates which eventuate as post- , 
war effects, you will see, as I do, 
a competitive situation under which 
our foreign trade after the war will 
melt as rapidly as April snow Vo ch ee ” 
under the sun ee eee 
“Nor will this coming wave of a ae ee Sn ener = 
cost competition stop at the engulf- — 
ing of our foreign trade. It will be 
too much of a tidal wave for that 
It will 


prudent Business Paper management on Sales Promotion, 
Circulation Management, Market Analysis, Special Fd 

tions, Readership Research, Format and Production, Ap 
praisals and Financing. 
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Clinics Feature 
NIAA Regional 
Meet in Chicago 


All-Day Meeting Pulls 
240 Industrial Adver- 
tisers 


Chicago, April 22.—The ability to 
analyze, evaluate, create, sell and 
execute are essential qualities for 

successful advertising man, 
Charles McDonough, Combustion 
Engineering Company, New York, 
and president, National Industrial 
Advertisers Association, told the| 
Midwest regional conference of the 
association held here Friday. Mr. 
McDonough was one of three prin- 
cipal speakers at the morning ses- 
sion of the all-day meeting which 
was sponsored by the Chicago, St. 
Louis, Milwaukee, and _ Indiana 
chapters of the NIAA. A record 
attendance of 240 advertising and 
marketing men from the Chicago 
area Was registered. 

Mr. McDonough traced the rapid 
growth of the national organization, 
which now has 20 local chapters 
and the largest membership of any 
advertising group in the world. 
The great expansion, he declared, 
has been due to the realization of 
the important role industrial mar- 
keting and advertising has to play 
n restoration of American business. 


Six Clinics Held 


Other speakers on the 
program were Lyndon O. 


morning 
Brown, 


ssistant professor of marketing, 
Northwestern University, and di- 
ector, marketing and_ research 


lepartment, Lord & Thomas, whose 
talk is reported elsewhere in 
this issue, and Charles W. Bolan, 
advertising manager, Carter Car- 
buretor Company, St. Louis. Mr. 
Bolan detailed how the St. Louis 
chapter is building a study manual 
for its members to promote a better 
understanding of business problems 
which would contribute to more 
efficient marketing methods. 

A series of six clinic sessions 
was held in the afternoon. High-| 
lights of these clinics included a 
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WALKER discovers 
HAVANA on Broadway 


Wien SEE 


Well known American cigar smokers who 
have recently returned from Cuban vaca- 
tions will be featured in a newspaper and 


magazine campaign for White Owl. 
Large insertions in key markets, full 
pages in Collier's, Liberty, Life and The 
Saturday Evening Post weekly for the 
remainder of the year, and the Raymond 
Gram Swing radio program over 16 Mu- 
tual stations, will feature the campaign. 
J. Walter Thompson Company is the 
agency. 


ance data in business paper adver | 
tising was questioned in the clinic 
discussing that subject, on the basis 
that it is becoming too prevalent | 
and is losing its punch. Some new 
effective technique is needed, it was 
pointed out, but no one had any- 
thing to offer. 

Points emphasized in other clinics 
were that while most industrial 
advertising is not designed for 
direct returns, it pays its way by 
building prestige for the advertiser 
and creating product acceptance 


and favorable relations for the 
salesmen. Instances were cited | 
where advertising in business | 


papers has increased the acceptance | 


of a company’s products from a 


poor showing to leadership in its | 


field. 
Discuss Direct Mail 


More effective direct mail would 
be created, another clinic decided, 


if in its preparation the job to be | 


done were classified, the mate- 
rial properly organized, copy writ- 


discussion of sectional business 
papers, which were declared to 
an important dealer relations 
function. However, they should not 
be considered as a_ substitute for 
national publications designed to do 
a broad sales job. 


serve 


sonalities, it was generally agreed 
that regional publication copy 
should not carry local application 
data, but rather information on 
jobs under similar conditions in 


other localities. 


The increasing use of perform- 
HOME TOWN 


290 WEEKLIES 
at One Low Cost 


No medium 
comes up to the 
country weekly 
in reader inter- 
est. Use this in- 
terest to get your 
ads read, your 
product 
bought by 
small town 
folks. 


WNU 


310 East 45th Street, 
NEW YORK 


710 Se. Desplaines Street, 
CHICAGO 


To avoid per- | 


ten to sell and the campaign tested | 


before being released’ generally. 
And if there is any doubt 
|whether to publish a house organ, 
the answer may be found in 
|whether these two questions can be 
answered in the affirmative: Does 
|'your company normally get an 
lappreciable amount of “repeat or- 
|der” business? Can your company 
readily “spot” probable sources of 
future orders? 

Milo E. Smith, Chicago Bridge & 
|\Iron Company, was program chair- 
man for the conference. General 
chairmen for the day were W. D 
Murphy, Sloan Valve Company, 
Chicago, and E. J. Goes, Koehring 
Company, Milwaukee, both vice- 
presidents of the NIAA. 


Heywood Boot & Shoe Company, 
Worcester, Mass., has appointed 
iGrey Advertising Agency, New 
York, to direct its promotion. 
Adds W. J. Herwood 

William J. 


Herwood, formerly 


lwith Manning, Bowman & Co. 
Meriden, Conn., has joined the New 


York sales staff of Woman’s Home 
Companion. 


loa ° 

‘Miller Joins Waters 
| Alan Miller, formerly with Davis, 
|Delaney & Harrs, New York, has 
|joined Norman D. Waters & Asso- 
|ciates, New York, as assistant pro- 
|duction manager. 


Appoints O’Connell 
| R. A. Company, Philadelphia, Pa., 
automobile leasing, has appointed 
R. T. O’Connell Company, New 
‘York, to direct its account. 


about | 


JOHN A. CAIRNS 


& COMPANY 


TEXTILE 
ADVERTISING BIS Bel Lea 


45 EAST 17th ST. 


Consumer Contest 
Deadline May 31; 


15 Entries In 


Chicago, April 25.—Just about a 
month remains for the submission 
of entries in the ADVERTISING AGE 
contest for plans designed to im- 
prove relationships between adver- 
tisers and consumers! | All entries 
must be mailed or delivered to the 
Contest Secretary, ADVERTISING AGE, 
100 E. Ohio street, Chicago, before 
midnight, May 31. 

More than 75 entries have already 
been received, and it is anticipated 
that at least that many more will 
be submitted before the contest 
closes. 

Winners will be announced at the 
annual meeting of the Advertising 
Federation of America in Chicago 
in June. 

The competition calls for con- 
crete suggestions for improving re- 
lationships between advertisers and 
the public, and all are eligible to 
enter. There are no rules of any 
kind, and entries may be submitted 
by individuals, groups of _ indi- 


viduals working together, and clubs 
or other organizations. 


$1,000 in Prizes 


The first award, for the entry 
picked as the best among those sub- 
mitted, will be $500. Second award 
is $250, third award is $150, and 
fourth is $100. 

Entries may include plans which 
have already been put into practice, 
plans which have never been tried, 
or combinations of the two. Length 
and form of the entry is unimpor- 
tant. The object of the competi- 
tion is purely to encourage thought 
on the subject and to develop work- 
able ideas which can be used to 
create better understanding be- 
tween buyers and sellers. 


Folger Quits as 
Ward President 


After 18 months as president of 
Montgomery Ward & Co., Chicago, 
Raymond H. Folger has resigned 
the $103,350 post. 

It is believed he will return to 
W. T. Grant Company, of which he 
was formerly chief operating ex- 
ecutive. 

Gray Promoted 

Walter U. Gray has been trans- 
ferred from San Francisco to Chi- 
cago as Western manager of Poor's 
Publishing Company. 


N. Y. Industrial 
Admen to Mark 
35th Anniversary 


New York, April 24.— How in- 
dustrial advertising can reduce the 
cost of selling will be the theme of 
an all-day meeting at the Hotel 
Pennsylvania here May 15, marking 
the 35th anniversary of the Tech- 
nical Publicity Association, New 
York chapter of the National In- 
dustrial Advertisers Association. 


Four Will Speak 


Following the “Information 
Please” technique, four speakers 
will discuss different phases of the 
subject. W. L. Batt, president of 
SKF Industries, Inc., guest speaker, 
will address a luncheon meeting on 
“Industry’s Selling Job.” Other 
speakers will be Charles McDon- 
ough, advertising manager, Com- 
bustion Engineering Company, and 
president, National Industrial Ad- 
vertisers Association; W. V. Merri- 
hue, publicity department, General 
Electric Company; C. C. Chamber- 
lain, advertising manager, Jenkins 
Bros., and R. A. Wheeler, publicity 
manager of the nickel sales depart- 
ment, International Nickel Com- 


pany. 
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ROVIDENCE is a market ready-grooved for striking 


advertising results. A single newspaper delivers more than 


9 out of 10 families in one clean sweep — and high average 
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Optimism Shines 
Through Meeting 
of Newspaper Men 


(Continued from Page 1) 


liam A. Thomson, director of the 
bureau. 

Citing the 52-city index of Media 
Records, Mr. Thomson _ reported 
that for the first quarter of 1940, 
compared with the same period a 
year ago, national linage was up 
8.4 per cent; automotive, 28.3 per 
cent; gasoline and oil, 3.6 per cent, 
and grocery, 27.8 per cent. 

He said that almost without ex- 
ception automobile companies have 
greatly increased their newspaper 
appropriations for 1940; that in the 
gasoline field, “which has occa- 
sioned considerable concern for a 
number of years,” four major ad- 
vertisers have come back to news- 
papers with large, consistent sched- 
ules, and that “in the grocery 
field, where radio made some of its 
heaviest inroads,” satisfactory prog- 
ress is being made. Three major 
advertisers in this classification, he 
disclosed, had practically deserted 
the medium but have now reversed 
their policies and are investing the 
major fart of their appropriations 
in newspapers. Still another groc- 
ery advertiser was described as 
having started from scratch and 
developed into a very large account 
during the past year, largely on the 
basis of interest aroused by the 
continuing study of newspaper 
readership. 


Sell Insurance Campaign 


The institutional classification was 
also singled out as a point of ac- 
complishment for the bureau. Mr. 
Friendly explained that 12 years of 
effort has finally resulted in a co- 
operative educational campaign 
under the auspices of the Institute 
of Life Insurance with 259 news- 


“AIMING FOR NEW 
BUSINESS?” 


Use PHOTO AD-MAKERS 


® Over 100 pictures per month. 

@ Created to dramatize your sales. 
® Applicable to all industries. 

®@ Only top-notch models. 

® Screened for newspaper and offset. 
® Designed to cut production costs. 
@ Four sets of each series each month. 
®@ Your choice of mats or glossy priats. 


$k& .00 
ONLY 5= PER MONTH | 


@ AFree sample issue will 
be sent you upon re- 


FREE ceipt of your request on 


your business letterhead. 


@ A moder filing case is sent to you 
FREE with your first order. 


| 


‘tion and maintainance costs; mak- 


| 
| 


papers on the _— schedule. Mr. 
Friendly disclosed that the bureau’s 
current budget is $351,000. He in- 
dicated that the original $400,000 
objective may be reached this year. 


Hailed as Outstanding 


The newspaper readership survey 
was generally hailed as the indus- 
try’s outstanding achievement of 
the past year. In addition to a 
summary of the first ten studies 
presented by Wilder Breckenridge, 
sales manager of the bureau, the 


project was discussed at some 
length by Clare Marshall, Cedar 
Rapids Gazette, who emphasized 


the value of the material as a sell- 
ing aid for individual newspapers, 
and by John H. Sorrells, execu- 
tive editor, Scripps-Howard News- 
papers, who evaluated the effort 
from an editorial viewpoint. 

Mr. Sorrells challenged the va- 
lidity of “position” demands on the 
part of advertisers, pointing out 
that the readership studies to date 
fail to establish an exact relation- 
ship between reader interest in the 
news content of a given page and 
reader interest in adjoining adver- 
tising. 

“IT am forced to conclude,” he re- 
marked, “that it is the ad _ itself 
which stops its own traffic and cre- 
ates its own reader interest. That 
conclusion would also argue against 
the value of ‘next to reading mat- 
ter’ and against a lot of other no- 
tions cherished by advertisers.” 


Function of Editorial 


Editorial content does not sell 
advertising, he insisted, nor does 
juxtaposition of advertising and 
editorial content. The authentic 
responsibility and the real effec- 
tiveness of editorial content, he de- 
clared, is in getting readers—adver- 
tising must sell itself. 

First intimation of the more cor- 
dial attitude of newspapers toward 
radio came just before the opening 
of the ANPA convention, when the 
board of directors of the Associated 
Press was authorized to broaden 
the existing policy with respect to 
making available news for spon- 
sored radio programs. Of 939 AP 
members who voted in a poll on the 
subject, 674 unconditionally favored 
liberalization of the policy; 231 un- 
conditionally opposed the move; 
and 34 qualified their replies or left 
the problem to the discretion of the 
board. 

The report of the ANPA radio 
committee, under the chairmanship 
of JS Gray, highlighted imminent 
opportunities for the participation 
of newspapers in broadcasting by 
citing the significant changes in the 
offing due to the development of 
frequency modulation. Called the 
“most sensational prospect of the 
year,” the technique was described 
as lowering broadcasting installa- 


ing available static-free reception; 
affording reception of greater fidel- 
ity, and making feasible a broad- 
casting structure in which stations 
can be densely placed. 


F-M Licenses Sought 


Many newspapers have already 
filed applications for frequency 
modulation licenses or contemplate 
doing so shortly, the report dis- 
closed. The Milwaukee Journal is 
already operating under such a 


license, while the Chicago Tribune, 
Detroit News, Worcester Telegram, | 
St. Louis Star-Times and Winston- 
Salem Journal are among the ap- 
plicants. 

During a discussion on the sub- 
ject publishers who have no radio 
affiliations were urged to consider | 
such a move. The question of| 
whether a combination radio-news- 


| 


paper advertising rate should be 
promulgated in cases where pub- 
lishers have radio _ affiliations 


brought a vigorous negative reply. 


|Lee P. Loomis, Mason City Globe- 


Gazette; O. S. Warden, Great Falls 
Tribune, and A. M. Bass, Evening 
Times, Vineland, N. J., participated 
in the discussion. 

Suggestions regarding solution of 
the local-national rate differential 
problem were advanced by C. F. 
Waite, Southern California Associ- 
ated Dailies. Details appear else- 
where in this issue. 


MUCH OF INTEREST TO NEW ENGLAND MEN 


L. C. Tryon, Meriden Journal; F. S. Murphy, Hartford Times, and O. G. Andrews, 
New London Day, between ANPA sessions. 


THIS ONE IS PRETTY SERIOUS, TOO 


Merrill C. Meigs, publisher, Chicago Herald-American, and W. E. Macfarlane, 


business manager, Chicago Tribune, 


NOT TOO BUSY TO 


chat seriously at the ANPA meeting. 


TALK WITH FRIENDS 


William A. Thomson, manager of the Bureau of Advertising, takes time out from 
more strenuous activities to chat with a couple of friends who dropped in 
between convention sessions. 


24.9% Gain Shown 
in Rotogravure 
Linage for March 


New York, April 25.—March 
rotogravure advertising linage to- 
taled 1,456,332, Kimberly-Clark 


Corporation reported today. This 
was a gain of 24.9 per cent over the 
1,165,648 lines carried in March, 
1939. 

Both national and local 
vure participated in the increase. 
National linage totaled 1,019,590 as 


compared with 777,902 in March, 
1939, an increase of 31 per cent. 
Local rotogravure totaled 436,742 


lines as compared with 387,746 in 
March, 1939, a gain of 12.6 per cent 

Of the total, color rotogravure 
accounted for 327,509 lines, with 
1,128,823 in monotone 


Editors to Meet 


Editors of employe publications 
in the Chicago metropolitan area, 
comprising the Editor’s Round 


Table, will have a discussion at the } 


Hotel Brevoort, Chicago, April 30, 
at 7 p. m. Garth Bentley, editor 
of the “Seng Book” and advertising 
manager of Seng Mfg. 
will preside. 


Name Blackmore Head 


George A. Blackmore, 


president 
of Westinghouse Air 


Brake Com- 


pany, has been elected chairman of | 
Mfg. | 


the board 
Company, 


of Duff-Norton 


Pittsburgh, succeeding 


| the late Thomas A. McGinley 


rotogra- | 


Company, | 


Papers Greet KFBI 


Special sections of the Wichita 
Beacon and Wichita Eagle told in 
| word and picture about the opening 
\of Station KFBI, Wichita, April 21. 
The station formerly was at Abi- 
lene, Kans. H. K. Lindsley, presi- 
dent, Farmers and Bankers Life 
Insurance Company, Wichita, is 
president of the station. Herbert 
Hollister is vice-president and gen- 
eral manager. 


‘Research Not Tied 
Closely to Sales, 
Conference Told 


| New York, April 25.—Market re- 
search is too often carried on as an 
operation independent of sales in- 
stead of playing its proper role of 
making an important contribution to 
decisions on sales policies, the an- 
nual conference of the marketing 
division of the American Manage- 
ment Association was told here 
today by Bernard Lester of West- 
inghouse Electric & Mfg. Company. 
| The proper functions of market re- 
| search, as defined by Mr. Lester are 
| (1) to furnish facts on which to de- 
|termine the amount, character and 
| location of sales effort; (2) to estab- 
‘lish a base as to product demand 
| from which to determine and meas- 
‘ure sales performance; (3) to 
|furnish facts to assist in determin- 
ling the extent of sales promotion 
and advertising, and to some degree 
'the character of this effort; (4) to 
furnish general information as to 
| the suitability and acceptance of the 
|product or service supplied thus 
|pointing out inaccuracies in a way 
which can be corrected. 

“T believe that we have got to re- 
vise our conception of market re- 
search,” he said. “To be successfu! 
in the future it must become real- 
istic, and show this realism in sales 
performance. This necessitates a 
conception of market analysis not 
\from the point of view of the statis- 
| tician but from that of the seller.” 

Others who addressed today’s ses- 
|sions included W. P. Deveneau, Na- 
tional Folding Box Company; Donald 
R. G. Cowan, Swift & Co., and D: 
|E. R. Tosdal, professor of marketing 
|at Harvard University. 

The meeting was highlighted by a 
sales presentation contest, with en- 
tries being displayed at the meeting 
The winner among presentations to 
dealers was Continental Steel Cor- 
poration. Among those addressed to 
consumers, Aero Mayflower Transit 
Company took first honors and 
those to industrial firms were 
headed by Southwestern Bell Tele- 
phone Company. Forty-three other 
companies received award certifi- 
cates for their entries. 


Kling Joins McJunkin 

Leroy A. Kling, formerly presi- 
dent, Kling-Gibson Company, Ch! 
|cago, and more recently in charge 
of the Chicago office of Cecil & 
| Presbrey, has joined the McJunkin 
Advertising Company, Chicago, as 
| vice-president. 


Adds Special Counsel 

Frankel-Rose Company, Chicago 
advertising agency, has added legal 
and technical counsel services fo! 
clients. 


MAILING SERVICE 


Multigraphing —— Filling-in 

Addressing - Mimeographing 

THE LETTER SHOP, Inc. 
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ECTRIC FLASHERAD DISPLAY! 
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‘ the eye in window or on counter at point 


of sale. A different picture or story is shown when light goes 
off. Mode of cardboard; plugs in any stondord light socket. 
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. amount of frequency with large COPLEY EXECUTIVES SEE A VISITOR ; ; 
Frank Questions = Hamilton Gives 
| What do you think of a system . : , +4 4 
of frequency discounts for news- a ; . o Facsimile Story; 
papers? 4 
Asked Experts | MR. DUFFY: I’m all for it. I New Models Ready 
|think it is a competitive situation New York, April 24.—Telling his 
ANPA S . that the newspapers should put audience that manufacturers of fac- 
a ession themselves in with other media, simile equipment have already an- 
pee Me page gg be oo nounced new models exemplifying 
” “ c se not only greater ost of th h s h - 
Advertisers, Agencies linage, but greater frequency of moc A GC. C. Hamilton "eile 
° insertions. We have made some ‘esid it a a eneré ' 
Answer Queries on study on that, and it is a fact that McClatchy Ne eg me 


Variety of Topics 


New York, April 25.—Although 
the closed-session tradition of the 
ANPA continued to prevail here 
this week, advertisers and agencies 
were invited to participate in one 
phase of the proceedings, a sugar- 
coated interchange of opinion that 
featured the Wednesday afternoon 
meeting. 

Present in the publishers’ sanc- 
tum were George D. Olds, assistant 
to the president, Continental Oil 
Company; Lee Bristol, vice-presi- 
dent, Bristol-Myers Company; Ben 
Duffy, vice-president, Batten, Bar- 
ton, Durstine & Osborn, and L. T. 
Bush, vice-president, Compton Ad- 
vertising. The quartet staged an 
“Information Please” session, along 
with James W. Flanagan, general 
manager, Scranton Times, and Ray 
McKinney, president, J. P. McKin- 
ney & Son, newspaper representa- 
tive. 

The agency viewpoint was 
also represented by William Rey- 
del, vice-president, Newell-Emmett 
Company, who addressed the pub- 
lishers in a more serious vein at 
nother session. 


Many Controversial Questions 


The board of experts at the quiz 
program was called upon to discuss 
numerous controversial subjects, 
many of which have often occupied 
the attention of advertisers and 
publishers in an atmosphere far less 
cordial than the one that prevailed 
here. A considerable amount of 
levity was interspersed between 
questions. Highlights of the quiz 
were as follows: 

A newspaper being a medium of 
daily impact upon the public and 
used by retailers as such, why do so 
many national advertisers run 
newspaper schedules of approxi- 
mately magazine frequency? 

MR. OLDS: I would say that the 
national advertiser is in the first 
place limited by the size of the 
appropriation he can afford to 
spend for newspapers, and he must 
choose between frequency and size. 
He has tended, I think, to go for 
size because the existence of size, 
particularly in retail advertising, of 
the department store or chain store 
type, has given him such competi- 
tion for attention that he feels the 
need of size. However, I will say 
that we have been conducting a 
test in test markets, the preliminary 
results of which seem to indicate 
that increased frequency of 50 per 
cent with the same amount of lin- 
age per year in test markets gives 
less good results than the smaller 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


newspapers are inadequately used 
from the standpoint of frequency. 
Anything to encourage it will be 
good business for the advertiser 
and the publisher. 

What position requests do you 
make on accounts you place? Have 
they been justified by the contin- 
uing newspaper studies? 

MR. DUFFY: Yes. We have the 
benefit of the continuing newspaper 
study, and the benefit of some 
studies which we have made, and I 
think that the average agency in 
its position requests can justify the 
stand it takes, that it wants the 
position above the pole. I would 
like to see, for example, what the 
readership on the lefthand page is 
as compared to the right. I would 
like to know how much news is on 
the left as compared to the right. 
Maybe the reader interest has gone 
to the left because there have been 
so large a number of requests for 
the righthand page, and they put 


As a matter of fact, on our coupon 
returns, we do find that the posi- 
tion considered best in the news- 
paper is a good traffic page in the 
upper righthand corner. 


Rate Structure Discussed 


Is the local national 
ential more prevalent 
papers or small papers? 

MR. BUSH: It is more prevalent 
with large newspapers than with 
small. 

To what extent does the securing 
of newspaper circulation 
continuous use of premiums dilute 
the advertising effectiveness of a 
newspaper? 

MR. BRISTOL: I think I see be- 
hind it a point that might be made 
in that connection; that is, that cer- 
tain types of circulation can tend 
to lose their urban use and quality 
and become more general in the 
broader’ distribution of them. 
Devices are used such as_ the 
inducements referred to, and they 
undoubtedly bring about that con- 
dition. As a result, you have the 
anomaly at times where in placing 
an account which in its aims and 
characteristics is addressed to the 
urban markets, it is handicapped or 
harassed possibly by a selection of 


rate dtffer- 
with large 


so to speak, outside the usual mar- 
ket, a good deal greater than it 
needs itself. Whenever that is sub- 
jected to the analysis of rates on 
the strictly urban section, it puts a 
pretty heavy burden on _ certain 
competitive situations. 

When a manufacturer turns his 
advertising money over to his local 
distributor to spend, should that 
distributor get a local rate? 

MR. McKINNEY: They usually 


Unique Discount Plan 


With increased costs of publishing 
and added costs of agency operation 
occasioned by the necessity for con- 
sumer research, would a blanket 
rate 
justified, two and one-half per cent 
going to agencies that do a real 
research job and two and one-half 
per cent to newspaper publishers? 

MR. DUFFY: I don’t think we 
can get away with a discount of one 
type of agency and none to another. 
Who is going to decide? That is a 
tough one. I don’t think you can 
express an opinion without having 
all the facts. 

Considering the number of shop- 
ping newses owned or sponsored by 
retailers, have some of these retail 
advertisers lost their faith in or 
affection for newspapers? 

MR. FLANIGAN: Well, I don’t 
ithink it is a case of losing their 
|affection for the newspapers, but a 
lot of local advertisers, every time 
they sign a check for the news- 
papers, they sort of hate that fellow 


John F. Lux (left), Joliet News-Herald 


Illinois Newspapers, flank a non-publisher convention visitor. 


, and Col. |. C. Copley (right), Copley 


McClatchy Newspapers, Sacramento, 
last night urged that a larger page 
size be used and that spot news be 
flashed. Mr. Hamilton’s address was 
made at a dinner given by the Inter- 
type Corporation at the Waldorf- 
Astoria. 

His recommendations were based 
on 10 months’ experiments in 1939 


and the shopping news gives them 
an outlet to try out their bad feel- 
ings for a while. I don’t think it 
has always paid. Perhaps it has in 
some cities. The results we had 
were the best thing we ever had 
because they came around and 
apologized. They ran the shopping 
news themselves. They had _ so 
many quarrels for position that 
they swore they would never ask 
us for position or ask for a favor 


more news, therefore, on the left. | 


through | 


a circulation that has an overflow, | 


increase of five per cent be| 


again, and some of them have been 
the finest customers we have ever 
had since we tried the shopping 
|news. 


Discuss Survey Material 


How valuable to the agency is the 
research and survey material that 
newspapers spend so much money 
|preparing? Is it worth the time, 
effort and money? Will we get more 
business out of it, or won’t we? 

MR. BUSH: To answer your 
question, I would say—decidedly. 
The money spent by the Bureau of 
Advertising in these continuing re- 
searches is well worth while, and 
I think it comes back to the news- 
|}paper publishers manyfold. I would 
like to see them do more of it, in- 
stead of spending the money for 
| promotions that usually don’t get 
by the secretary’s wastebasket and 
the money that they spend for so- 
called merchandising assistance that 
|we are convinced is worth nothing, 
but we have to go and get the 
‘“mostest” there is, in the interests 
of our client, as long as it is there. 
We much prefer to see you kill the 
whole darned thing and put that 


nature of a continuing research. 

Will agencies value requested 
positions enough to pay a _ stated 
premium rate for same as in real 
estate, theaters, railways, and so 
forth? In other words, do you value 
position enough to pay for it? 

MR. DUFFY: In many cases the 
lanswer to that is yes, and in many 
cases the answer is no. Advertis- 
ers do pay for special position, but 
the one fear we have there is that 
many people are getting those posi- 
tions without the extra premium, 
and the publishers will have to be 
consistent and definitely consistent 
before we will consider arbitrarily 
|paying for position. We do think 
ithat it would be a good idea if pub- 
\lishers could establish certain rates 
|where they know the readers would 
see the advertising and establish a 
rate. My experience has been that 
\the rate for position has been too 
lmuch out of line. 


Must Sell Retailers 


Mr. Reydel asserted that the 
‘chief merchandising job facing 
newspapers is “to resell your me- 
dium to small retailers in your 
'market.” Dealers can be made to 
lrealize, he pointed out, that national 
advertising in newspapers “is their 
‘local advertising; advertising they 
\don’t have to pay for but that sells 
\their goods and puts money in their 
|cash registers.” 

| He lauded the research efforts of 
\the Bureau of Advertising and said 
‘that this activity is in line with a 
significant trend in agency proce- 
|dure—the study of consumers and 
| their reactions, “not academically, 
| but realistically.” 

During the past dozen years, Mr 
Reydel observed, agency emphasis 
on trade research has been switched 
lto an overwhelming interest in 
consumer research. 


Conover-Mast, Simonson 
Form New Corporation 


Industrial 
been 


Directories, 
organized by 


Inc., 


Simonson’'s 


publish 


Offices of the new 


has 
Conover-Mast 
Corporation and Lloyd Simonson to 
Plant-Produc- 
tion Directory, which Mr. Simonson 


publication, 


during which 110 receivers were in 
use in as many families for two- 
month periods. Of the 580 homes 
representing every income group, 23 
per cent were enthusiastic, and about 
one-third expressed a desire to buy 
receivers. Slightly less than one- 
third were mildly interested and 11 
per cent were completely indifferent. 


announced last January. Mr. 

Simonson will have full charge of Pictures Liked Best 

the directory’s development and Pictur : i , 

the first issue is planned for Oc- ictures were regarded as the out- 
tober. It will appear every six |Standing feature of facsimile news- 
months. papers because, Mr. Hamilton said, 


reproduction is often superior to the 


|designed especially to serve the|newspaper halftone, resembling an 
|buying needs of plant managers,| etching. The bulletin form of head- 
superintendents, maintenance men 


,and buying officials, are the same 
as those of Conover-Mast Corpora- 


tion 
j 


Blumenthal Offering 
‘New Mattress Fabric 

Trade 
lis being 


and consumer 
used by the 


| bacteria and 
Tized” fabric 


water, called 


|clude Bedding Manufacturer, Fu 


niture Age, Institutions, National 
Furniture Review and_ Retailing 
Home Furnishings. Consumer ad- 


vertising 1s 
Garden. 
be used as 


running in House 
distribution 


Orleans, is handling the account. 


advertising | of 
Blumenthal 
Print Works, New Orleans, to intro- 
duce a mattress ticking repellent to 
“ster 


Trade publications being used in- 


Other national media will 
increases 
Fitzgerald Advertising Agency, New 


lining news also attracted favorable 
comment. 

The professional classes were most 
lenthusiastic over facsimile, with 
small business men, office workers 
jand clerks lukewarm. Laboring 
families enjoyed it, while executives 
large business houses displayed 
indifference. 

Mr. Hamilton said that experi- 
ments cost his company $75,000 
which he regards as well invested. 


[- 


Only hospitals which have been 
approved by the American College 
of Surgeons are eligible to dis- 


tribute CONGRATULATIONS. 


money into more services along the | 


in Canada. 


centripety is the word 


“The tendency to move toward a centre” is no- 
where better exemplified than in the City of 
Toronto, centre of the richest consumer market 
Within a radius of one hundred miles 
one-fifth of Canada’s entire population have their 
homes, and these people represent one-third of 
Canada’s buying-power. 


Such a compact and 


lucrative market naturally attracts those who 
seek consumer-dollars, and accounts for the out- 


standing advertising linage of The 


Evening 


Telegram. For over sixty years this newspaper 
has been the accepted avenue of approach te 
these potential buyers, for undoubtedly 


TORONTO 


IS A TELEGRAM CITY 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 


TORONTO 


NEW YORK: Don A. Carroll 


CANADA 
CHICAGO: John E. Lute 
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ADVERTISING AGE 


Index of Retail Activity in 
80 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
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CAMERA DRAWS VARIED REACTIONS 


THIS WEEK 
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This foursome was snapped at the newspaper promotion meeting. In the usual | —T Os Ons Os OO Trt rT trig. t ) rT 
order, they are Beldon Morgan, Hartford Courant; Russell L. Simons, Cleveland +. : + 4 Sop hee = Os On son on oe : Ty 
Press; John Marston, Des Moines Register and Tribune, and Budd Gore, Chicago | | ’ 2 ‘Seas a. |_| | || | 1 | 
Daily News. | | | aan 
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| 
Be 
% Gain % Gain on 
| 16-Week 16-Week 16-Week or Loss or Loss ma 
| Period Period Period 1940 1940 Week Week % ‘Gain fas 
| ended Ended Ended over over Ended Ended new 
Apr. 23, 1938 Apr. 22,1939 Apr. 20, 1940 1938 1939 Apr. 22,1939 Apr. 20,1940 Loss the 
‘Akron, O 3,875,670 93,036,492 2,863,018 #$—26.1 —5.7 196,714 218,579 +11. SI 
Albany, N. Y. 2,609,860 2,486,894 2,451,096 — a 192.381 209.765 +9.0 , 
"Atlanta, Ga. 4,573,198 5,111,876 4,481,624 —2.0 12.3 323,484 294, 308 90 
| Baltimore, Md. 6,793,220 6,477,153 6,657,211 2.0 + 2.8 422,273 2.5 LI 
Birmingham, Ala. 3,834,180 3,905,412 4,299,750 + 12.1 +10.1 49,354 25 ‘ 
‘Boston, Mass. 5,790,479 — 5,866,304 5,767,827 0.4 &, 408.637 409,988 0.3 Inte 
tridgeport, Conn 2,696,126 2,834,324 3,034,72 12.6 7.1 205,800 225,932 a8 wee 
Buffalo, N. Y. 5,052,866 4,655,784 1,312,529 14.7 7.4 416,976 314,229 24.7 ’ 
Camden, N. J.... 1,145,069 1,150,621 1,650,420 + 44.1 43.4 90,319 97,830 8.3 wo 
Cedar Rapids, Ia. 1,414,294 1,439,730 1,446,493 2.3 + 0.5 100,296 111,020 +10.7 You 
Charleston, W. Va... 3,366,819 3,085,887 2,971,956 -11.7 7 187,705 216,237 9 t 
‘Chicago, Il. 9,949,368 9,105,015 8,711,424 —12.5 —4.3 680,216 645,483 1 . 
. eT ee 4,853,160 4,905,145 4,902,470 +1.0 —().1 310,837 320,066 ( Box 
- oat Geweeeee Gh ceca antis 5,750,795 6,224,118 5,521,640 —4.0 +5.7 289,100 376,379 2 
ws Columbus, O. , 3,897,267 4,063,385 4,079,273 + 4.7 + 0.4 285,787 284,500 5 Pob 
J sa POE, TOM. csccnsene 6,511,977 — 6,460,966 6,159,341 —5.4 —4,7 431,206 429,564 0.4 ere 
a Davenport, Ia. ...... 2,993,900 2,828,316 2,908,388 —2.9 + 2.8 233,100 221,564 5.0 Wie 
Ye Newspaper promotion is a field largely shunned by women, but these three Dayton, 0. ..sssoseces 4,079,470 4,034,536 4,221,830 +3.5 + 4.6 303,814 285,908 5.9 Box 
female members of the NNPA all attended the annual meeting. Left to right: Denver, Colo. ...... 2,784,069 2,718,329 —9.4 —7.2 183,224 183,078 0.1 
es . . . e °< >< £ 2 9Q £9 7 ,¢ + 9 35 & 4 
ih. Mary Rice Anderson, Nashville Banner and Tennessean; M. Elizabeth Tobin, Des Moines, Ia. _ 3,989,531 1,970,639 we $.0 138,573 _ 189,401 : 
Portland, Ore., Journal, and Elsa Lang, New York Herald Tribune. | Detroit, Mich. ........ 5,576,882 6,049,011 — 6,169,926 + 10.6 + 2.0 423,210 $46,028 : 
|El Paso, Tex..... seee 8,198,627 3,091,956 3,219,902 +0.8 +4.1 216,762 207,774 4.2 4.06 
ares 2,774,600 2,863,560 2,741,886 —1.2 —4.3 191,030 183,442 4,( tes 
. | Fall River, Mass....... 970,680 1,010,688 4 ,008,845 +3.9 —0.2 62,267 55,757 —10.5 poe 
American Colortype Wyckoff Heads | Flint, Mich. ........ 2,231,824 2,497,396 2,566,004 + 15.0 +2.7 162,722 186,998 + 14,9 a 
Keale Wi i Fort Wayne, Ind....... 3,275,034 3,213,749 3,230,150 —1.4 +0.5 251,496 223,720 
g ad = Title Promoti on G Gary, Ind. ..... 1,681,437 1,661,324 1,831,200 +8.9 10.2 124,265 114,279 
American Colortype keglers won | roup Grand Rapids, Mich.. 2,675,722 2,630,270 2,754,897 +3.0 + 4.7 168.854 202,412 + 19.9 
the bowling championship of the | Greenville, S. C..... 1,901,223 1,932,091 2,169,572 +14.1 + 12.3 131,955 152,985 +15.9 
Chicago Federated Advertising of Newspapers | Houston, Tex. 4,895,070 4,949,590 5,624,946 +14.9 +13.6 338,128 438,186 + 29.6 
Club league of 22 teams, finishing | Indianapolis, Ind. _ ~ 4,869,754 4,823,600 5,247,102 +-7.7 8.8 331,912 374,108 12.7 
two games ahead of ADVERTISING (Picture on Page 31) Jacksonville, Fla. .. 2,645,636 2,723,728 2,873,360 +8.6 +5.5 178,766 217,770 + 21,8 We 
IE . » 7 as ¢ r Jersey City, N. J....... 634, 791 635,332 641,429 +1.0 +1.0 52.114 51.946 0.3 ten 
GE, Lo! A - | Reais Sale ay] 6 ‘i , ; ; ’ ’ 
pn Matrix Cut Syndicate i New York, April 24.— Bradford | Kansas City, Kan...... 750,673 770,686 899,941 +19.9 +16.8 51,499 75,187 + 46.( Nev 
] te d negara ee thy + sala Pesce ; Wyckoff, promotion manager of | Knoxville, Tenn. .. 8,167,858 3,206,572 3,254,860 +2.7 $1.5 226,576 221,466 2.3 tle- 
shane = © trip e Ue for secon the Troy Record, was elected presi- Little Rock, Ark....... ~ 2.717,892 2,708,762 2,719,598 Ts 0.4 195,734 228.046 16.5 mo 
5 : : , > i ‘ . Jowenane Los Angeles, Cal.... 7,092,927 7,780,516 7,983,432 +12.6 + 2.6 516,767 493,153 1.6 Nev 
Jack Willem, director of research, |@ent of the National Newspaper | Vo iivite, Ky. 4.321.722 4330.623 4,265,730 —13 —1.5 324,883 346,508 £61 lea 
Stack-Goble Advertising Agency, | Promotion Association at the clos-|pynn, Mass. .......... 2,434,404 2,501,366 2,474,150 414 =i.1 164,192 182.504 +112 sim 
has been named president of the |ing session of the annual conven-| Manchester, N. H...... 1,205,822 1,183,830 1,124,296 —6.8 —5.0 95,228 62,801 —34.1 ashe. 
league for the 1940-41 seasen, suc-|tion here today. He succeeds Ivan| Memphis, Tenn. ....... 3,390,800 3,505,824 4,043,830 +193 215.3 208,306 287,812 8.2 
ceeding A. H. Frisch, ADVERTISING | Veit of the New York Times. eS Saree . 6,383,462 5,086,487 5,660,053 +5.1 +11.3 252,889 276,143 2 
AGE. , serheead "e . , | *Milwaukee, Wis. ..... 4.709,07 0 4,520,594 4,874,870 +3.5 +7.8 306,173 $23,929 § “ 
——_—__—_—_——- hed are rs 4 gS gaan dag *}8Minneapolis, Minn. .. 153,484 4,227,240 3,833,366 —7.7 9.3 306,327 287,244 - tt 
° ; was re-elected vice-president; Les-| Nassau County, L.1.,N.Y. 670,044 752,614 651,292 —2.8 —13.5 61,242 45,776 3 
Fox Plans Campaign lie Davis, Wall Street Journal, was | New Bedford, Mass..... 953,086 918,288 990,458 +39 #79 66,654 64,610 
Fifty newspapers in Chicago and|named secretary. Ramon Cram, |New Haven, Conn...... 2,764,384 2,746,688 2,908,962 +5.2 +5.9 189,826 232,73 22.6 Ko 
the Middle West will be used by /|C > Disnate : madi wn item Uneeeee,. £0....... 5,658,678 5,913,668 6,157,306 +8.8 +4.1 387,891 400,400 2 — 
Peter Fox Brewing Company Chi- . enon a WHO SEFVES 8S | Hew York, N. Y... 18,710,731 18,212,993 18,109,270 —3.2 —0.6 1,292,519 1,308,725 
tea gp Rgpsccoe By a Sig secretary during the past year, was| Brooklyn, N. Y........ 1,639,758 1,271,712 1,106,317 —32.5 —13.0 84,595 71,599 ‘ te 
ag — : I go oeengaligor _— ain) chosen treasurer. Norfolk, Va. ......... ~ 2,782,304 2,866,780 _ 2,929,850 +53  ##+2.2 —j88.034 807.844 5 | 
Fox De Luxe beer, with special Directors elected were Elsa Lang Cees, COR siiseica 2,248,129 2,345,257 2,725,381 +21.2 +16.2 148,097 188,624 7.4 
promewen of the package busisess New York Herald Tribune; John C. Proven ong —— Okla ye tg hey rig tH 2,369,660 —34.1 —17.6 161,098 156,240 0 D 
. “ | Sree 860,39 734,38 840,996 —1, +6. 5,04! 128,82 1.0 
Stafford, Rockford Morning Star, aria IIL : 3.109.474 ; ane oon Lyte aan hry Ps Mate Le ae et g.§ f 
; . . 2 ‘ a, ° ° o, 7,46 o,e ® —_ ee ee Oe —_ o. = os « ote a «it, ) 
and C. R. Conlee, Milwaukee Jour- | phijadelphia, Pa. ..... 8,218,436 8,540,578 8,686,736 $5.9 +17 546,355 591,027 3 C 
nal, Ry... 4°. See 2,531,510 2,301,152 2,607,318 +3.0 +13.3 158,270 181,090 14.4 re 
—s | Pittsburgh, Pa. 6,622,098 6,252,484 6,546,554 —1.2 +4.7 433.370 479,122 10.6 me 
Portland, Ore. ....... 3,444,608 3,845,179 3,239,316 —6.0 —15.8 261,674 212.238 89 ul 
Appoints Skeen Reading, Pa. -ss++ 8,008,309 3,027,835 —_3, 223,186 +7.1 + 6.5 250,614 242.648 ’ shi 
Aergennte Bottng . . | Richmond, Va. .. 3,715,334 3,856,958 3,712,730 $—0.1 —3.7 259,350 ~ 276,108 5 sta’ 
a seh theniienmeiee iain s Richard B. Skeen has beeen ap- Rochester, N. Y........ 4,395,178 4,577,913 4,744,164 +-7.9 +3.6 349,793 351,595 
pointed to the copy staff of Cramer- toc kford, Ill. »+++ 2,375,225 2,289,938 2,524,900 +6.3 +10.3 192,892 201,418 44 fae: 
C E N T R A [ g 5 0 3 Krasselt Company, Milwaukee. Rock Island-Moline 2,711,884 2,421,916 2,501,562 —7.8 +3.3 172,536 193,956 12.4 _ 
Sacramento, Cal. 2,339,712 2,527,616 2,373,182 +-1.4 —6.1 180,166 203,140 
San Antonio, Tex 1.875.065 ~ 2163.953 ~ 9963.33 507 46 117.547 150.356 7 
| *San Diego, Cal....... 3,725,138 3,841,074 3,112,788 —16.4 —19.0 251,368 217,168 
Seattle, Wash 2,701,414 3,294,648 3,648,496 + 35.1 +10.7 232,134 239,216 
South Bend, Ind 2,194,352 1,655,842 1,594,909 —27.3 —3.7 104,649 114,073 
ALWA Y Ss ‘Spokane, Wash. 2,223,214 2,076,564 1,956,906 —12.0 ani, 6 113,218 124.726 
| Fis. ee Se as oe 80 E 25 5, + wee > 5,586,925 .—1.2 0.5 £859,765 ~ 875 045 4.2 
; *St. Paul, Minn......... 3,962,495 3,1 58 3,393,686 —14.4 +6.9 213,383 255,788 
“ ’Syracuse, N. Y....... 1,289,813 1,§ 561 39 2,152,913 + 66.9 + 328.8 119,224 161,651 
THE FINEST PRINTING Tacoma, Wash. ....... 1,789,872 1,860,446 2.015.424 4+12.6 + 8.3 135.968 119,728 
Today there's a one best way in every- Tampa, Fila. .eee 1,981,622 2,042,586 2,567,712 4329 +257 147,028 182.770 
AT ‘ 2 Toronto, Ont., Can..... 5,522,530 5,156,991 4,884,378 — —11.6 —5.3- 341,506 316,985 7 
— thing. Faithorn COMPLETE SERVICE offers | Troy, N. Y...... 1,206,380 1,240,612 1,279,782 +6.1 +3.2 97,972 103,726 
<— Tulsa, Okla, 2,784,608 2,738,484 2,905,000 + 4.3 + 6.1 180,768 202,944 - 
FAITHORN you the best way to produce the mechan- Washington, D. C 10,234,950 10,164,925 10,372.717 +123 420 652.878 731.428 
. ical requirements of your advertising Youngstown, O 2,448,257 2,192,837 2,514,463 +2.7 +14.7 161,990 158,918 
be aa i —(1) ad-setting, (2) engravings and Tota 293,551,762 290,560,940 295,956,984 0.8 +19 19,900,625 2.876.898 4! 
. (3) printing —all under ONE roof. Only . - _ . 
s FINEST ENGRAVING ONE contact and ONE order necessary. 1 Akron Times-Press discontinued Aug. 28, 1938 8 Spokane Press discontinued March 18, 1939. 
i FINEST TYPOGRAPHY Faithorn can save you TIME, TROUBLE and neoora of Daily American now combined with 9 St. Paul Daily News discontinued April 30, 19° 
, sepapecatn 10 Ss Mego S suspended publication Nov. 25 
MONEY. Exceptionally well fitted to sub- 3 Buffalo Times discontinued A 9239 ) Gan Diego Sun suspended publication Nov. 3 . 
al s ¢ ntinued Aug. 1, 1939. a¢ f . , ‘ " ; b- 
FINEST PRINTING os : . 3 ‘ ee i. 11 Atlanta Georgian and Sunday American ceas¢ 
mit ideas, write copy, prepore sketches # Chicago Herald & Exam. discontinued Aug. 28, 1939 lication Dec. 17, 1939. 
. Milwaukee News discontinued Jan. 14, 1939. +0 nant _ . P - shined 
~28 and typoaraphic layouts. T us soon ! , ® Linage of Syracuse Journal, now combined 
You can use one or all wor Y ry 6 Oklahoma News discontinued Feb. 24, 1939. Herald, eliminated from 1938 and 1939 totals | 
just os you wish, but all FAITHORN CORPORATION 7 News-Times discontinued Dec. 28, 1938 13 Minneapolis Star and Journal merged Aug 
‘ist ore here, ready to serve 
you... Speed, economy Ad-Setters - Engravers - Printers “S: J A -_ ' 
cael ond satisfaction assured. 504 Sherman St.,chicago PhoneWab.7a20 |, “29M Journd 4 a iene 
r Hevey and Durkee, New York, Poi iiecc 
DAY AND NIGHT SERVICE SF been appointed Eastern Na~ | ficwonts 
Sign Journal representative. | % — 
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ADVERTISING AGE 
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Readership Gets 


Cdvé wisi 
Market Place 


The rates for this department are 

“Help Wanted,” 
“Representatives Available,” 
cash with order. 


30 cents 


“Positions Wanted,” 


as follows: 
“Representatives Wanted,” 
a line, minimum charge $1. 


and 
Terms 


Most Attention at 


| 
} 
} 


Promotion Meet 


Newspaper Men 
About Reader 
Copy and Costs 


| product 


Hear 


Pull, 


BY A. P. MILLS 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 In., | 


$4.75 per inch. 


POSITIONS WANTED 


BLIC RELATIONS AND 


WOMAN 


SALES | 
PROMOTION 


with exceptional 


Secens 


experle nee 
4, CONCERN THAT RECOGNIZES 
THE NEED TO 
do an outstanding job in 


CONSUMER EDUCATION 


Because of her work with thousands 
f msumers in the East and Mid- 
West and her varied business back- 
ground of sales promotion (retail and 
mail order), European Travel Office, 
fashion and personnel director, plus 


newspaper work, she UNDERSTANDS | 
the problems of both groups. 


She is capable of developing a pro- 
juective program that may be used by 
dvertising agency, a newspaper, 


promotion-minded manufacturer, an 
rline company or a retail store. 


Interviews in New York the first two 
weeks in June, otherwise in Chicago 
nd nearby cities. 

Box 3004, ADVERTISING AGE, Chgo. 


Young Woman—Advertising produc- 

tion and editorial makeup publica- 
ns; 10 years; can lay out complete 

magazine; some creative work. 

Box 3006, ADVERTISING AGE, N, Y. 


Pablishers representative—14A agency 

ount executive and new business 
man wants to get in publication field. 
Wide middle-west connections. Write 
Box 3003, ADVERTISING AGE, Chgo. 


1,000,000 stock pictures, all subjects. 
Over 1.2 correspondents execute 
photo assignments anywhere in U. 8S. 
promptly, at low cost! 
Free-lance Photographers Guild 
219 East 44th Street, N.Y.C. 
MUrray Hill 2-3810 


HELP WANTED 


N. ¥. MANAGER FOR STOCK 
PHOTO HOUSE 

We must expand and need more in- 
tensive solicitation in metropolitan 
New York than is possible in current 
tie-up with picture-broker. Exten- 
sive collection, attractive catalog, 
monthly direct mail campaigns, 300 
New York customers, 1500 additional 
eads, liberal remuneration. Man with 
similar previous experience required. 
box 3005 ADVERTISING AGE, N. Y. 


POSITIONS OPEN 


r both men and women in advertis- 
& publishing, sales and general 


Register without obligation 
FRED MASTERSON 
Sinclair-Masterson Personnel 


| Now 
Promotion Mgr. for 


Room 1528, 120 8S. LaSalle St., Chicago 


_POSITIONS WANTED 
EXECUTIVE 


AVAILABLE 
employed as Advertising-Sales 
large national 
manufacturer and direct assistant to 
Vice President. Handling half million 
dollar budget in radio, newspapers, 


point of sale, billboard, slide film, 
dramatic sales presentations, and 
general sales promotion with 1200} 


salesmen—75,000 retail accounts 


Present advertising campaign = col- 
ceived and directed showing better 
than 90% increase over year ago in 


highly competitive field. 


Fifteen years of specialized experi- 
ence in all phases of food sales, ad- 
vertising and distribution with Chains 
and Voluntaries, wholesalers and re 
tailers coast to coast. Also food brok- 
erage, meat packer, and advertising 
agency experience. 


Well known and widely publicized as 
Food Merchandising Counsel and 
speaker in demand. 


Familiar with all markets 
Cuba and Honolulu. 


including 


Proven leadership, organization and 
executive ability. 
make change to large na- 


Read to 
tional manufacturer or in advertising 
agency as Counsellor on Food 
counts, for better future. Desires 
complete carte blanche 
rection in new position. 


- 


Age 35; married with family: 
versity degree and honorary 
ship; good appearance; 
highest caliber; prefers 
Chicago headquarters, 
mandatory. Salary. 


Uni- 
scholar- 
references of 
New York or 
though not 


Box 3002, 


ADVERTISING AGE, Chgo. 
REPRESENTATIVE AVAILABLE _ 
PUBLISHER'S REPRESENTATIVE— 


experienced advertising space sales- 
man wide acquaintance, N.Y.C. Office, 
wants Fastern representation of 
leading publication, commission basis. 
Box 2083, ADVERTISING AGE, N. Y 

MISCELLANEOUS 
S-T-R-E-T-C-H Your Advertising 
Dollar! With Laurel's Improved Off- 
set it goes a long way toward turn- 
ing out attractive illustrated booklets, 
folders, broadsides. 

500 (8%x11) copies $2.63 

Additional 100’s 22c 
Larger quantities lower prices. Color 
work specialists. Request free de- 
scriptive manual. In Metropolitan 
N. x, .aek for representative. WAlker 
5-0526. 
Laurel Process, 480 Canal St., N. Y. C. 


POST CARDS 


“PHOTO” POST CARDS 
Newest, most economical method of 
displaying any product. Samples and 
yrices on request. Graphic Arts, 
familton, Ohflo. 


Consumer Leader 
Demands Standard 
for Merchandise _ 


Cincinnati, April 24—Manufac- 
turers, retailers and consumers | 
should hold conferences to establish | 
Standards and specifications which 


A Complete | 


LETTER SERVICE | 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 


Delaware 3244 


can be expressed in simple terms, 
Mrs. Dennis E. Jackson, president of 
the Consumer Conference of Greater 
Cincinnati, told the Advertisers Club 
of Cincinnati today. This failing, 
Mrs. Jackson would have the gov- 
ernment establish standards by de- 
cree. 

“Selling by specification and grade 
has long been accepted as the key 
to industrial efficiency,” she said. 
“Retailers and producers have long 
used this system in their transac- 
tions. But when the consumer men- 
tions standards and grades, she is 
met with evasion. We should like 
to know why business refuses to 
accord to its customers the tech- 
nique of buying which has proved 
so beneficial to it.” 

Mrs. Jackson quoted liberally 
from reports of the National Better 
Business Bureau to let her audience 
know that she knows that adver- 
tising is far from perfect and that all 
advertisers are far from paragons. 

The Consumer Conference of 
Greater Cincinnati has been follow- 
ing a definite program during the 
past winter, its agenda including 
addresses by experts, household effi- 
ciency classes and the like. A com- 
mittee of five retailers represents 
business in the study of problems of 
mutual interest. 


To Hirshon-Gartield 

David D. Doniger & Co., New 
York, has appointed Hirshon-Gar- 
field, New York, to handle promo- 
tion of its McGregor sportswear. 


ithis week 


executive di- | 


New York, April 24.—The im- 
portance of readership surveys as a 
| promotion tool was emphasized here 
at the 11th annual con- 
|vention of the National Newspaper 
|Promotion Association, held in con- 
|junction with the American News- 
paper Publishers Association meet- 
| ing. 

The subject kept popping up 
throughout the three-day parley, 
|both in the prepared talks and clinic 
discussions. Speakers mentioning it 
‘included Col. Frank Knox, pub- 
\lisher, Chicago Daily News; Lester 
|M. Malitz, vice-president, Warwick 
& Legler, and Wilder Breckenridge, 
sales manager, Bureau of Advertis- 
ing of ANPA. Further treatment 
of the subject by D. E. Robinson of 
Federal Advertising Agency is cov- 
ered elsewhere in this issue. 
| Other speakers before the 
vention were William Howard, 
executive vice-president, R. H. 
Macy & Co., and C. E. McKittrick, 
|Eastern advertising representative, 
Chicago Tribune. 


Sees Bigger Problems Ahead 


Col. Knox, 
“no greater progress has been made 
by newspapers in recent years than 


the increased budget gained by the 
Bureau of Advertising to expand its 
activities, the chief result of which 
has been the continuing readership 
istudy now in progress. Equally 
|marked progress has been made by 
individual papers, he declared. 


bring publishing problems the like 
of which have never been seen,” 
and that out of the trying times will 
come “the giants of journalism, 
men hardened to their tasks by the 
|momentous complexities of these 
land the coming years, men who will 
be living specimens of the survival 
of the fittest, men who will whip 
the problems that beset them.” 

Col. Knox declared that the diffi- 
|culties facing newspaper promotion 
managers remind him of the colored 
gentleman who owned a chicken 
farm. He laid down the law to his 
nesting hens in this fashion: “You 
all either hatches ’em, or you gets 
off the nest.” He added that “your 
positions are no less precarious and 
no less important.” 


Takes Issue With Collins 


Mr. Howard asserted that it is 
not true that department stores em- 
ploy the smartest advertising, for 
retailers waste just as much adver- 
tising money as others. He pointed 
out that he does not agree with the 
viewpoint expressed by Kenneth 
Collins, assistant to the general 
manager, New York Times, in ; 
recent speech at Detroit. In that 
talk, reported elsewhere in this 
issue, Mr. Collins pointed out there 
is danger of going too far in the 
direction of applying science tc 
advertising. Mr. Collins, former 


_ 


~ 


at Macy’s, 
Howard was speaking. 
Mr. Howard cited a need for 


of advertising. “The thing that has 
so much of it to be so bad today, 
is the attitude that advertising is 
a will-o’-the-wisp,” he said. “I 
think advertising is a hard-headed 
business and should be studied and 
examined and measured as any 
other problem in business” 

He termed such a course “adver- 
tising’s only salvation,” and added 
that “we cannot go on year after 
year pouring hundreds of millions 
of dollars down the spout, spending 
it on advertising that is so casually 
created that we haven’t the faintest 


con- | 


in pointing out that | 


in promotion,” called attention to | 


He predicted that “tomorrow will | 


greater research into the mechanics | 


kept advertising down, that causes | 


idea whether it will produce sales 
or not.” 


Uses Two Research Approaches 


Macy research designed to result 
in more effective copy consists of 
Statistical and qualitative ap- 
proaches, he went on. The first is 
to get the pulling power of each 
advertisement used, and} 
the second to analyze the copy to| 
find out why each piece succeeds 
or fails. 

In the qualitative analysis, Macy 
took 1,000 advertisements whose 
results were known through statis- 


tical determination of “plus-over- 
normal” sales. The “flops” and 
“wows” were analyzed and _ the 


“wows” found to contain certain 
common denominators. By insuring 
that all advertisements contain 
facts common to all success- 
|ful copy, Macy has steadily reduced 
jits percentage of advertising cost to 
| sales 
| Mr. Howard remarked 
advertising business is “not in the 
|healthiest state it has ever been.’ 
| He added that there is no question 

that advertising will survive “but a 
l\lot of other things with 
advertising won't.” 

He suggested that “a 
less words per year at convention: 
|be devoted to the glories of the 
jtrade and a few million more be 
lspent in an honest and forthright 
effort to get the trade in order.” 
Wasteful agency, publication and 
advertiser practices will have to be 
corrected, he warned, 
are legislated into it.” 


these 


that the 


connected 


few million 


“before we 


Discusses Campaign Costs 


Mr. Malitz presented an agency 
man’s viewpoint on “What Deter 
mines Media Selection?” He re- 


| ferred to a study by the Association 


of National Advertisers among 281 
advertisers. It showed that 141 
base appropriations on a percentage | 


of sales, either estimated or actual: 
that 80 spend whatever amount 
necessary for an adequate cam- 
paign; that 38 combine a percentage 
and amount considered necessary, 
land 22 use a variety of methods. 

Pursuing the subject of the cost 
lof a representative campaign in 
leading media, Mr. Malitz produced 
some interesting figures. His 
ple newspaper drive would involve 


50,000 population, with a minimum 
of 40 insertions of 250-line space. 
The space cost would be $470,000, 
with art and mechanical expense 
bringing the total to $500,000. 

His magazine campaign would 
embrace 10 pages in four monthly 
women’s service publications. Space 
cost would be $311,500, with $30,000 
preparation costs bringing the total 
to $341,500. Using 13 page inser- 
tions in four general weekly maga- 
zines, the total cost would be $354,- 
400. 

In radio, a minimum 
coast network of 50 stations for a 
half-hour weekly program would 
cost the advertiser $8,000 for time 
and at least $2,000 for talent. For 
a 39-week campaign, the total cost 


coast-to- 


cost could be kept to $2,000 a week, 


sSam- | 


selected papers in every city of over | 


would range from $390,000, if talent! 


to $468,000 at an expenditure for 


talent of $4,000 a week. 
In outdoor, a_ representative 
showing in cities over 50,000 for 


one month costs $130,000, with pro- 
motion consisting of 4,000 unillumi- 
nated boards and slightly over 2,000 
lighted panels. A six-month post- 
ing, including art and lithography, 


would cost $816,000. 
Compares Media 
From these figures, Mr. Malitz 


concluded that “outdoor offers the 
most economical number of impres- 
sions per dollar, but it is the most 
expensive from the point of view 
of dollars required. Newspapers 
offer the second most economical 
medium from the point of view of 
airculation at a price per 1,000, or 
milline, but it is more expensive in 
dollars required than radio or 
magazines.” 
The speaker commented on 
efforts being made to ascertain 
readership values of newspapers. 
He declared that newspapers are 
preading editorial features through 
the paper to develop a high degree 
j}of reader traffic on each page. He 
jreferred to the ability to pull read- 
jers from page to page as R. P. U.— 
or “Reader Pull Units.” 
He also referred to a study being 
;completed by the newspaper com- 
|mittee of the American Association 
of Advertising Agencies, complete 
details of which will not be revealed 
ifor two or three months. Called 
| “Suggestions for the Advancement 
of Newspaper Advertising,” the re- 
port will detail what type of infor- 
|mation is sought from newspapers. 
Mr. Breckenridge discussed the 
bureau’: continuing readership 
study on the basis of 10 published 
jreports. Mr. McKittrick revealed 
results of a radio survey made by 
his paper, and declared that a simi- 
lar project is now in progress and 
|will soon be available. 


| 
| 


Issues “Aerosphere,” 
New Aviation Annual 


Aerosphere, a new international 
aviation annual, will be published 


May 1 by Ajircraft Publications, 
| New York. Edited by Glenn D. 
| Angle, aircraft engine designer, 


consulting engineer and author, the 
book has 1,420 
illustrations. 
Included in the annual is a mod- 
lern aircraft section featuring 721 
| models being made by 217 manu- 
facturers in 26 countries; a world’s 
aircraft engines section describing 
more than 1,200 designs, and an 
international trade directory listing 
all . organizations affiliated with 
aviation. The price is $15. 


pages and 2,055 


Agency Moves 

| Schwab & Beatty, New York, will 
move May 1 to larger quarters in 
ithe U. S. Rubber Company bldg., 
1230 Sixth avenue. 


29,418 mothers requested 348,340 
booklets and samples from the 
CONGRATULATIONS Service De- 
partment during 1939. 


HIT WITH 


_ The New ATLA 


mentor of the speaker in his days | 
was present while Mr. 


@ it's been o winner 


recently created by ATLAS. 


| To Give You An Idea 
24° 136" from one original 
quantities and sizes in proportion. 


from the word 


NEW CREATION SCORES 


AD MEN! 


S Display Print 


"“go'’, the new Display Print 


There's nothing like it and any Ad or 
Display man who has not seen the ATLAS Display Print is missing a bet! 


of the scale of prices and quantities, 10 Display Prints enlarged to 
$1.70 each—25 


at $1.40 each—other 


Color is not restricted to black. but 


| AT NO ADDED COST can be brown or red on white. Write or phone 


Atlas. 


Only ATLAS Makes Display Prints 


ATLAS PHOTO COPY CO., 520 N. Michigan Ave., Chicago, Whitehall 7575 
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BLOCK-BY-BLOCK 


HERE IS YOUR MARKET 


City block by city block — the 
suburbs by towns — the World- 
Telegram has analyzed the en- 
tire New York Market. 


Factual and specific, this BLOCK- 
BY-BLOCK ANALYSIS is as broad 
as New York and its suburbs. It 
is the first complete qualitative 
study of circulation in the nation’s 
vreatest market... the first conelu- 
sive evaluation of New York and 
the important part of its population 
reached by the World-Telegram. 


Applauded by leading advertisers, 
agency men and research special- 
ists, this study has been proved to 
he 993409 per cent accurate! 


The important result’ of this  re- 
search is the World-Telegram Pat- 


tern which offers an accurate meas- 
ure of this newspaper's readership 
... a Pattern which enables any ad- 
vertiser to determine the exact pres- 
sure which the World -Telegram 
exerts upon each economic stratum 
of New York's population. 


Now you can figure your true New 


York Market potential; now your 
salesmen can cultivate the known 
profit areas of the City and suburbs 
—and now you can use World-Tele- 


eram advertising to the utmost 
advantage. 


PROOF FOUND IN FLATBUSH 


The higher rent section of Flatbush, Brooklyn, is 
one of numerous city and suburban areas checked 
and double-checked lo prove the accurary of the 
World-Telegram’s BLOCK-BY-BLOCK analysis 


the modern method of market measurement. These 


31 high-rent blocks were selected for test) from 
the 23.500 residential blocks of the City. In this 
“laboratory” of 1508 families the World-Tele- 
gram Analysis identified 33°° as regular World- 
Telegram reader-families. 


“CHECK,” SAID ROSS-FEDERAL 


Then, for verifieation, Ross-Federal Research 
( orporation was commissioned to make an actual 
door-to-door “census” of this 31-block area. It 
reported that 31.5°¢ of all these families “read 
the World-Telegram yesterday.” 


This corroboration by one of the nation’s lead- 
ing research organizations further establishes the 
accuracy of the entire BLOCK-BY-BLOCK AN. 
ALYSIS—the most detailed study of the New 
York Market that has been made. 


Thisisthe fourth of a series of advertisements based onthe U orld-Telegram Bloch by-Block 


inalvas. The next will describe our research in another New York Market area with 
/ 


erroborated by another independent research organization 


\ 
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New York World-Telegram 


A Scripps-Howard Newspaper 


BY-OF-AND-FOR NEW YORKERS 
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Medical Experts a 
Testify for 
“Good House’ 


Chicago, April 25.—With two 
eminent medical men being calleq 
by Good Housekeeping to rebut the 
testimony of experts who pre. 
viously testified for the Federa) 
Trade Commission, the legal talen: 
employed by both sides in the now 
famous case began to roll up their 
second 3,300 pages of evidence here 
yesterday. Though the _ bick« ing 
was somewhat less pronounced than 
in the previous Chicago hearings, 
today’s session ended in a verba] 
clash over the admissibility of the 
annual report of the United States 
Bureau of Standards, which ac. 
knowledged assistance received 
from Good Housekeeping in the 
establishment of standards. The 
examiner reserved his decision 


Two Points of View 


Both sides expressed satisfaction 
with progress as the hearings re- 
sumed in Chicago. The defense 
placed emphasis on a_ statement 
made by Examiner Webster Ballin- 
ger in New York last Thursday, in 
which he said that the Commission 
has never alleged that Good House- 
keeping failed to comply with its 
guaranty, as interpreted by it. The 
Commission’s counsel asserted, 
however, that the FTC interpreta- 
|tion is so far from that of Good 
Housekeeping that the statement of 
the examiner is without signifi- 
cance. Under the FTC viewpoint, 
the Good Housekeeping guaranty is 
“limited.” A full guarantee, in its 
opinion, would require the maga- 
zine to make good any damage sus- 
tained by the user of any product 
advertised in Good Housekeeping 
under the conditions stated in the 
advertisement. 

Dr. Theodore Cornbleet, derma- 
tologist, occupied the stand yester- 
day, and Dr. Richard A. Parritt, 
eye specialist, succeeded him today. 
These two witnesses proved as 
tolerant toward self-medication as 
the FTC physicians were horror- 
stricken at the thought. Dr. Corn- 
bleet discussed blackheads, pim- 
ples, and dandruff and their causes 
and cures. The hair-splitting which 
engrossed the legal talent through- 
out the day was indicated by one 
| question of James M. Fort, FTC 
| attorney: 

“Can you rejuvenate the skin or 
|Oonly its appearance?” The witness 
replied that only the appearance of 
ithe skin could be improved. In 
response to questions, he named 2 
‘long list of agents which might 
have this effect. 
| Examiner Ballinger made an 
effort to relate this testimony tc 
specific advertisements, but in vain 
Upon failing, he warned the FTC 
lawyers that because of lack of 
localization of the complaint, the 
respondent would necessarily 
permitted every possible latitude 


Effects of Eyewashes 


Dr. Parritt, said to be one of tht 
country’s pioneers in transplanta- 
tion of the cornea, was reduce 
today to discussion of eye strain 
He said that eyewashes provide 
temporary relief from “eye strain 
by benumbing the nerve endings 
While he admitted that eyewashes 
would usually not remedy the ut 
derlying cause, he also assertec 
that he never encountered a cas 
where the eye had been injured }) 
self-medication. 

On cross-examination, Dr. Pa‘ 
ritt said he was receiving $25 pe 
hour for testifying. He admittec 
that he once conducted a resear® 
assignment for the Murine Com- 
pany, Chicago. When the 
attorneys continued to question hit 
as to the relation of eyewashes ™ 
“eye strain,” Dr. Parritt said tha 
a red eye might be caused by su 
a distant infection as a bad too 
The eye wash would help the ¢y* 
without pulling the tooth. 

Dr. Morris Fishbein, of ™* 
American Medical Association, W* 
an interested member of the aud 
ence Wednesday. 
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PHOTOGRAPHIC REVIEW OF THE WEE 


HOW SKY FLIGHT PRINTS LOOK ON MODELS SELLS NEW COOKIE NEW YORK, CHICAGO AND ATLANTA 


Yo: { ke 


‘ 


BLACK WALNUT 
COOKIES 


\ aCe 


= a —~ ese ae - . 
Ties 1c A COM PARY 
Fighay, come Corky S. E. Thomason, Chicago Times publisher, and Edwin S. Friendly, business man- 
: 7 ager of the New York Sun, chat between sessions of the American Newspaper 
National Biscuit Company's famous Publishers Association. At the right is George C. Biggers, Atlanta Journal. 


“slicker boy’ returns to grocery counters 
in this display for black walnut cookies, 
a new addition to the company's line. 


SURPRISE AND INTEREST SHOWN HERE 


NEW YORKERS MEET 


One of the new Sky Flight prints, sponsored by the Air Transport Association and 

A. M. Perlman, promotion plans for which were reported in last week's Advertising 

Age. The pattern contains air line insignias and other aviation symbols. Backers 
of the innovation are confident it will have wide appeal. 


A. C. Deuel, Niagara Falls Gazette, at 
the ANPA meeting. 


PROMOTION MEN FROM VARIED SECTIONS MEET W. A. Underhill, Corning Leader, and 


Leroy W. Herron, Washington Star; Frank Duffy, Gannett Newspapers, and 
GIFT FOR BABY F. G. Pearce, Altoona Mirror, in an informal group at the ANPA meeting. 


a IT LOOKS LIKE A REAL PUZZLER 
a”) ie 

> , “Ye 

his 


In this group at the annual convention of the National Newspaper Promotion 


Association are Ramon Cram, Columbus Dispatch; Joyce Swan, Minneapolis New Mennen baby gift box, containing 

Ster-Journal: Ivan Veit, New York Times, and Bradford Wyckoff, Troy Record, powder and oil, which is designed as an 

who was elected president of the organization, succeeding Mr. Veit. Sessions all-year seller, and which carries a mini- J. G. Stahiman, Nashville Banner, and A. L. Miller, Battle Creek Enquirer & News, 
were held in New York. (Stories on Pages 28 and 29.) mum price of 43 cents in fair trade states. discuss a problem between ANPA sessions. 


TURNS OVER DUTIES PICKED AS BEST SALES PRESENTATIONS FOR THEIR SPECIFIC FIELDS 
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THIS PROGRAM 
GET BOTH FOR You 


What Other Destribet 
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Chester H. Lang, standing, turns over i 
the portfolio of advertising manager of 
Seneral Electric Company to Robert S. 
tere. who leaves the presidency of 
Mecqua Company, G-E affiliate printing 
“nc engraving concern, to direct the ee pp rrere ais 
Company’ *s * i i i iati , | 
~ - ny's publicity efforts. Mr. Lang Awards for these sales presentations, selected as the best of their classes, were made at the marketing conference of the American Management Association at Hotel 
a - named manager of apparatus Roosevelt, New York, Wednesday and Thursday of last week. At left is presentation used by Aero Mayflower Transit Company, adjudged the best in the consumer group. 
s for General Electric. Mr. Peare in the center is the presentation of Continental Steel Company, considered the best among those designed to sell dealers. At right, the Southwestern Bell Telephone 
so will direct G-E radio stations. C 


Compeny's was adjudged the best presentation aimed at industrial buyers. 
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—— y AUSTIN In the area mapped above urban dwellers. 
Ed t mn 8 throughout, receive the City Edition of The 
1 10n O KERAVILLE Dallas Morning News—the same late issue 
«& which is read by Dallasites the same morning ' U 
B wine at their breakfast tables. cal 
secr 
Ei 
will 
. ss 
Throwing the ee | ' ; , m 
B ities d Dallas’ retail (city) storekeepers frequently say that half their business is ren 
am oundaries VUutwar ‘ ie , TI 
oe with out of town customers. The city is only the hub of a speeding wheel. fury 
Zee Thanks to fine highways, high auto reg- 
istrations, and The Dallas News, the 
“urban” limits o allas r e ° ° . J. 
or ae oe ee oo The “wheel” is the Dallas-sized Market—Texas’ major market and (in per of * 
thrown out to encompass the entire First po 
ee. ee eee Se capita income and buying power) one of the half-dozen major markets of the less 
erally first in population, wealth, produce: live 
tivity, income. country. 
This is the “f 
. . . . . Sugg 
Dallas-Sized Market Fruitful farms ... hustling towns... rich natural wealth including the x 
. . . . . na 
Py die unleiadiiies entttenen world’s greatest oil fields . .. make this one of the garden spots of business in 
8 . can ¢ d varable ° — ° 
iain eats aah % dageaaeis s America. The Dallas News is its cultivator. ‘ 
Dallas and The News. The “Dallas-sized” com: 
market is an ideally sized market for one- seer 
paper coverage. It’s principally because this is such a standout market that The News was wets 
Get ALL of Dallas! enabled to become such a standout newspaper. 
When you advertise to city dwellers in Ki 
the Dallas Market your job has just be- ing 
i a gun. Advertisers get ALL of Dallas in a 
i when they use The News. — 


Sell the readers of the News and you have sold the Dallas Market a 
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THE DALLAS MORNING NEWS n 

— e John B. Woodward. Inc., Representatives Member BASIC NEWSPAPER GROUP. Ine. b If 
Rica tt iffiliates: Radio Station WFAA (50,000 Watts) . . . The Semi-Weekly Farm News . . y 
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The Texas Almanac and State Industrial Guide 
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